Featured in this issue: 


Markets are big 


and getting bigger 


in the southwest 


See section, page 35 





RAYCO’S WEISS 
A real tribute 
ily. 








starring 


RALPH BELLAMY 


FOLLOW THAT MAN on the CBS TV Network scored a smash 32.2 
average Nielsen and a 53% share of audience for a full year. Audience 


composition: 46% women, 36% men, 18% children. Network-sponsored 


HA MAN by CAMEL 83 straight years. 82 half hours on film are immediately 
available to regional and local advertisers. 


ALREADY SOLD TO WCBS-TV AND TG STORER STATIONS — BOTH ACROSS THE BOARD FOR DAYTIME STRIPPING! 


598 Madison Avenue, 


BE GREAT IN 58 WITH... [TGQ CV rium synpicarion 22:25: 
see C and principal cities everywhere 








UtTSOKT! OCH SET Visas pa Komo-tv"!* 


This is quite a compliment — translated from the Swedish. KOMO-TV’s 
exclusive Christmas Eve film telecast of Stockholm’s colorful Lucia Festival 
scored a rousing hit with Seattle’s large Scandinavian community. 


Such an event is typical of KOMO-TV’s coverage of human-interest events 
that capture viewers in Seattle and western Washington. A measure of this 
faith is the fact that the Swedish community chose Katherine Wise — 
KOMO-TV’s well-known home economist—to accompany Seattle’s Lucia 
Queen, Sally Lou Wilson, to Sweden. Cameraman Ed Sierer went along to 
film highlights of the trip. 


“Talking the language” of our viewers—and accenting their interests—has 
won a loyal audience that shares its trust and enthusiasm with KOMO-TV 
advertisers. Upon this solid foundation of service KOMO-TV’s role in a 
growing and prosperous area has been firmly established. 


*“ Wonderful, and it’s on KOMO-TYV” 


REPRESENTED BY NBC SPOT SALES 
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DOLLARS 


SPENT 

IN SERVICE STATIONS 
IN STORER MARKETS 
IN 1956* 


2 billion in sales of gasoline, 
oil, etc. ...a considerable 
portion of which was refined 
and or purveyed by Storer 

_ radio and television station 

; advertisers. 




















- * 
—- 


*1957 Sales Management “Survey of Buying Power” 
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YOU MIGHT DRAW A ROYAL FLUSH*=— 


BUT e « e YOU NEED WKZO.-TV 


AMERICAN RESEARCH BUREAU 
MARCH 1957 REPORT 
GRAND RAPIDS-KALAMAZOO 





Number of Quarter Hours 











TIME PERIODS with Higher Ratings 
WKZO.TV Station B 

MONDAY THRU FRIDAY 

8:00 a.m. to 6:00 p.m. 143 57 

6:00 p.m. to 11:00 p.m. 94 6 
SATURDAY 

8:00 a.m. to 11:00 p.m. 50 10 
SUNDAY 

9:00 a.m. to 11:00 p.m. 40 16 














NOTE: Survey based on sampling in the following proportions—Grand Rapids 
(42.8%), Kalamazoo (18.9%), Muskegon (19.8%), Battle Creek (18.5%) 


TO GET THE JACKPOT 
IN KALAMAZOO-GRAND RAPIDS! 


For the winning hand in Kalamiazoo-Grand Rapids you need 
the market dominance of WKZO-TV! Look at the facts: ARB 
shows WKZO.-TV is first in 267% more quarter hours than the 
next-best station—327 for WKZO-TV, 89 for Station B! 


WKZO.-TV telecasts from Channel 3 with 100,000 watts from 
1000’ tower. It is the Official Basic CBS Television Outlet for 
Kalamazoo-Grand Rapids—serves over 600,000 


homes in one of America’s top-20 TV markets! 


television 








She e Belyer Sations 


WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 

W4JEF-FM — GRAND RAPIDS-KALAMAZOO 
KOLN.TV — LINCOLN, NEBRASKA 


WAZO-TV 


100,000 WATTS © CHANNEL 3 © 1000’ TOWER 


Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 


Avery-Knodel, Inc., Exclusive National Representatives 


Associated with 
WMBD RADIO — PEORIA, ILLINOIS 


*Odds against it — 649,739 to 1! 





‘Television Age is published every other Monday with an additional issue yearbook number published in December by the Television 
Editorial Corp. Editorial Advertising and circulation offices: 444 Madison Ave., New York 22, N. Y. Plaza 1-1122. Printing Office: 3rd 


St. and Hunting Park Ave., Philade 
Canada and Mexico $8 a year; elsewhere $12 a year. Volume 





ia 40, Penna. Single Copy: 50 cents. Yearly subscription in the U.S. and possessions: $7; in 
No. 17. Second class mailing privileges authorized at Philadelphia, Pa. 
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23 INFLUENTIALS, JUNIOR GRADE 


More and more stations recognize the 
importance of reaching young viewers 


28 RAYCO RIDING HIGH 


A custom-styled retail product finds 
that custom-styled television pays off 


32 HINTS FOR TIMEBUYERS 


Much-criticized research is still the 
best yardstick for buying television 


34 SUBLIMINAL TV 


The idea is new only as it applies to 
video, Carling’s ad manager believes 


35 CHANGING TELEVISION MARKETS 


The fourth in a continuing series of 
market studies: Oklahoma and Texas 


Letters to the Editor 75 Washington Memo 


The customers always write 


Tv and Capitol Hill 


Publisher’s Letter 
Report to the readers 79 Spot Report 


Digest on national activity 


Tele-scope 
What's ahead behind the scenes 


87 Wall Street Report 


The financial picture 


Business Barometer 


Veasuring the trends 

97 In the Picture 
Newsfront Portraits of people in the news 
The way it happened 
On Film 98 In Camera 


Roundup of news 


The lighter side 









BRAND-NEW! 
FIRST-RUN! 


Saturday Evening Post 

Over 650,000,000 readers of 
Norman Reilly Raine’s 65 Tug- 
boat Annie stories! 27-year run 
continues by popular demand. 


Metro-Goldwyn-Mayer 
Tugboat Annie motion picture 
feature a box-office record- 
breaker in the top motion 
picture theatres. N. Y. Times 
—‘‘story superior’’ —‘‘a box- 
office natural.” 


Chicago Audience Test 
92% of Lake Theatre audience 
rated ““Tugboat Annie” a TV 
favorite—certified by Haskins 
& Sells, C. P. A. 


CBC TV Network 


R.B. Collett, Adv. Dir., Lever 
Brothers Limited, writes: 
“excellent viewing audience” — 
“‘general public, through mail 
and telephone calls, indicates 
strong appeal for every mem- 
ber of the family.”’ Tugboat 
Annie outrates such shows as 
Perry Como, Gunsmoke, Wyatt 
Earp, Dragnet, Climax, 
Disneyland and many, many 
others in Canada network 
markets. 


TELEVISION PROGRAMS OF AMERICA, INC. 


488 MADISON - N.Y. 22 « PLaza 5-2100 
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Local in management... 





The Corinthian stations are first and foremost local in character... for great stations must 
be responsive to the needs and tastes of their individual communities. 


Each Corinthian station has its own independent Jocal management team ...experienced 
men at the helm and in the key operating areas of programming, sales, engineering and 
promotion. The strength of each of the Corinthian stations attests to the abilities of these 
men and the role they play in Tulsa, Galveston & Houston, Fort Wayne and Indianapolis. 
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THE CORINTI 


KOTV Tulsa @ KGULS 


ibility in Broadcasting 





SH & WISH-TV Indianapolis 


rr ed 






Interrelated in service 


The Corinthian stations have more than this. They benefit from each other's experience. 
And have at their disposal the full-time staff services of specialists in the basic areas of 
broadcasting ...each outstandingly qualified in his field...Corinthian’s Director of Program- 
ming, Robert H. Salk; Director of Sales, Don L. Kearney; Director of Engineering, George G. 
Jacobs; and Director of Research, Charles H. Smith. These men provide facts, judgment and 
the exchange of ideas upon which local management can base sound decisions. 


Clearly, you get something extra when you buy a Corinthian station. 
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KOTV Tulsa 





@ KGUL SWISH & WISH-TV Indianapolis 





10 





Animation vs. Film Live Action 
We are wondering if you know of 
any studies available showing a com- 
filmed 
television commercials and animated 
television As it stands 
now, it seems to be pretty much of a 


parison between live-action 


commercials. 


question of personal preference as to 
which of the two techniques is more 









LOWEST COSTN’ 
PER-THOUSAND 


in the Tampa-St. Petersburg market BBS 


ANOTHER 
Here’s Proof of Continuing 
LEADERSHIP’ of Channel 13 
in WREX-TV land! 


ALL 15 of TOP 15 Shows 


23 of TOP 25 Shows 
32 of TOP 40 Shows 
48 of TOP 62 Shows 
717% of TOP 62 Shows 


*Based on Amer. Research Bureau 
Survey conducted Dec. 1 thru Dec. 
7, 1957 

CBS-ABC Network Affiliation 


Pp d by H-R Tel . Inc. 
4.M. Baisch, Gen. Mgr. 


WERE aA DV 








rte | x | ROCKFORD 
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desirable, and we are looking for some 

concrete findings as to the tested ef- 
fectiveness of the two methods. 

T. P. Wricur 

Vice President 

Tucker Wayne & Co. 

Atlanta 


Note: While we do not have any research 
on the exact question the American Research 
Bureau study of the top 20 commercials 
might be helpful. Last study, for the first 
week in December, shows Maypo, Bryan 
Houston, first; Piels, Young & Rubicam, 
second; and Hamms, Campbell-Mithum, 
third. All are animated commercials. 


Heartening 

In this day and age of the “disap- 
pearing farmer” it was heartening to 
read your feature, “There’s Cash in 
the Country,” in the Jan. 27th issue of 
TV AGE. It was very well handled, and 
gave an excellent cross-section of what 
television is doing to keep up interest 

in rural affairs. 
BarBARA Happox 
WCAU-TV 
Philadelphia 


KCMC-TV Farm Programs 

I have read with interest the article 
on Farm Television in your January 
20 issue. ... 

Jack Tompkins is our farm service 
director and he presents the Farm 
Digest for 15 minutes each noontime, 
12 to 12:15 p.m. Monday through 
Friday. The program consists of mar- 
ket and weather reports, agricultural 





news, appearances of people figuring 
in the agricultural news of the area. 
and both still and motion pictures 
made in the field by Tompkins. Tomp- 
kins is a graduate of Texas A&M, 
former county agent, and former as- 
sistant farm director of Kwtv Okla- 
homa City. His programs on KCMC-TV 
are sponsored by Purina Feeds all year 
round, and other participating adver- 
tisers in season. 

RicHARD PETERS 

General Manager 


KcMc-TvV Texarkana 


Success Stories 

Please send me one copy of all your 
product group success stories as | 
would like to use them in sales pitches 

I am working up for this market. 
Wa ter L. THRIFT 
WVEC-TV 
Norfolk, Va. 


Subliminal Approach 


Recent agitation subliminal 


advertising has created considerable 


over 


stir in this area, and I’ve been de- 
tailed to arrive at some sort of pic- 
ture of this thing. This is fine, but 
I’m having a tough time finding any 
information. Could you help me out? 
T. G. JoHNsoN 

Minneapolis, Minn. 


Note: Our current issue of TV AGE discusses 
subliminal advertising in the article which 
appears on page 34. 





Television Age 


My Name . 


C I enclose payment. 





Please enter my subscription for TELEVISION AGE and the 1957 
Yearbook. As a free premium with my subscription I will receive 
a copy of the Source Book of Success Stories. 


[} one year 
[] two years $12.00 


444 Madison Avenue 
New York 22, N.Y. 


$7.00 
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K 
Both Surveys have agreed again, 


In Rochester it’s CHANNEL TEN! 


*TELEPULSE 
Rochester 
Metropolitan Area 
October, 1957 


iS 


of the TOP 17 
shows in Rochester 


FIRSTS and one 


*A. R. B. 
Rochester 
Metropolitan Area 
November, 1957 


iS 


of the TOP 20 
shows in Rochester 


a7 4 


FIRSTS and ten 








tie-for-first ties for first 
out of 459 out of 487 
competitive competitive 
quarter hours quarter-hours 


125 , 129 


FIRSTS FIRSTS and one tie 
out of 168 out of 196 
competitive competitive 
nighttime nighttime 
quarter-hours quarter-hours 


1355 


FIRSTS and one tie 


145 


FIRSTS and nine ties 


out of 290 out of 291 
competitive daytime competitive daytime 
quarter-hours quarter-hours 


This goes to prove (and we opine) 
That CHANNEL 10 is mighty fine! 


NATIONAL REPRESENTATIVES: 
The Bolling Co. (WVET-TV) 
Everett McKinney (WHEC-TV) 







Im Rochester, N. Y. 
if ALL 
ADDS UP TO 
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AMERICAN TELEVISION COMPANY, INC. 


FORT SMITH, ARKANSAS 


Climaxing a Great Improvement Program 
TAKES PLEASURE IN ANNOUNCING THE APPOINTMENT OF 


WALTER M. 
WINDSOR 


Vice-President and General Manager 


f 


KNAC-TV channel 5 








GREETINGS AND A MESSAGE Mr. Windsor brings to Channel 5 a 
wealth of experience. He is a mem- 

from WALTER WINDSOR ber of Broadcast Pioneers, having 

When the opportunity was offered to me to become Vice been active in radio and television 


President and General Manager of KNAC-TV, Channel 


ee for 23 years and in management for 
nt aes CBS eyes investigated and here is what din ‘best 12 yoors. Stabe: 1954 he 


has served as General Manager of 
KCMC-TV in Texarkana, where he 
has compiled an outstanding record 
for programming, promotion and 


*A rich Oklahoma-Arkansas industrial wonderland. 


“The only VHF station between Tulsa and Little Rock 
(300 highway miles). 
% captive audience of more than 150,000 CBS viewers. service to the advertiser. This know- 
potential 2 million consuming viewers. wie ge t di ial 

| hope you will place your faith in me and start right out Pagel nested h yo ae ween 
with me as charter clients, in return for which | promise you utilize the services of KNAC- 
to give you an extra measure of promotion to make it TV. 
your very best television buy. 











36TH MARKET IN THE U.S. FOR PER CAPITA RETAIL SALES 








FORT SMITH, ARKANSAS 


IN THE HEART OF THE RICH 
KNACr-«5 oxi. 
INDUSTRIAL 
Represented Nationally by H-R Television, Inc. WONDERLAND 
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Letter from the Publisher 
Industry Is Underspent 


As television pushes forward in the era of the competitive sell, 
several factors dramatize its all-important position in “shoring up” 
the economy. 

One interesting aspect of its potential is reflected in the fact that 
American industry is underspent in national advertising. Only 
% of one per cent of each sales dollar goes into national media. 
Of this expenditure % is spent on television. The revolution in 
the distribution of sales is marked by the preselling of the con- 
sumer before he enters the department store or supermarket or 
discount house. The status of the salesman has been changed to 
one of an expediter. Television has taken over many of his func- 
tions and with greater efficiency and at lower cost. 

But American business has not caught up with this momentous 
fact. As Halsey Barrett, director of national sales of the Televi- 
sion Bureau of Advertising, has pointed out, “American manu- 
facturers must face squarely their full responsibility for more 
efficient distribution and their responsibility for consumer selling. 
Television as the new mid-century mass selling medium becomes 
a streamlined distribution and sales answer to the loss of at-the- 
counter selling abundantly evident today. Television used prop- 
erly is mass-produced salesmanship—sight, sound demonstration, 
plus personal persuasion. Thus, television becomes kingpin in our 
economy in the mass movement to consumer. Television used and 
merchandised properly fills the consumer selling void and enables 
manufacturers to move goods and services with maximum sales 
per advertising dollar spent.” 


Optimism with Reason 


Despite some of the Cassandras within our own industry, an 
area that abounds in good old-fashioned optimism is the south- 
west. (See the Texas-Oklahoma Market Study on page 37.) 

The Oklahoma-Texas region just half a century ago was the 
American frontier. Today it is still a frontier in the same pioneer- 
ing sense of looking to the future and building with enterprise and 
confidence. It has often been said that “Texas is a state of mind.” 
This state of mind is reflected in the enormous, continuous and 
healthy growth of industry, cattle and oil in the entire south- 
western area. Not a small part of this expansion is due to the 
television stations who serve the area so well. 


Children’s Market Important 


As the story, “Influentials, Junior Grade,” on page 23 of this 
issue points out, station managers and advertisers alike are ex- 
tremely conscious of a fact that has been proven by survey after 
survey: children represent a most important sales market because 
of the influence they have on the products their parents buy. 

Ten to 15 per cent of all tv programs are especially produced 
or selected to meet children’s interests, and this percentage may 
well be on the increase as more and more advertisers come to 
realize the importance—even the necessity—of reaching the 
youngsters who, because of their literal emotional involvement 
with television, have become a company’s best “salesmen” in 
many an instance. 


Cordially, 


Ly. eck 














“This is 
WCSH- 


Market..”” 


with $1 billion-plus buying 
power and over 80% spent at 
home... 


The Market 
* Portland, Maine 13-county 
2 state trading area 
* $1 billion-plus spendable in- 
come _ (7/1/57 SRDS estimates 
* 238,000 TV homes 


(NCS #2—1957 Census projection 
The Station 


* greater penetration (NCS #2 


* more viewers— 13 - county area 
Telepulse May 1957 
Portland Metro Telepulse October 
1957 
Portland Metro ARB Nevember 
1957 


* highest-rated news— 
NBC News first 


News on 6 second 


* only NBC-TV affiliate ef- 
fectively serving area 


Ask any Weed-Television man. 


WCSH-TV 


PORTLAND, MAINE 
Northern New England 
7 sold 


on 
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NEXT SUNDAY, MARCH 16, 
Channel 4 in St. Louis becomes 
CBS Owned KMOX-TYV%*... 
bringing new viewing pleasure 
to more than 775,000 television 
families in Mid-America: the 
CBS Television Network roster 
of entertainment, news and 
information programs... plus 
the great feature films of MGM, 
Warner Brothers, Columbia 
and 20th Century-Fox...plus 
local shows patterned to local 
tastes and designed to enable 
KMOX-TV to play an ever-larger 
role in the public affairs of 


the St. Louis community. 


Without the “TV,” these call 
letters have meant fine radio 
for the past 33 years. Now, 
with “TV” added, they mark 
the beginning of a new and 
exciting era of great television 
service for Mid-America. 


* Formerly KWK-TY. 
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The new 
KMOX-TY\ 
Channel 4 

St. Louis 

CBS Owned 
Represented by 
CBS Television 


Spot Sales 











A happy Oth birthday to us! 


As we start our second ten years of making commercials for television, we 
wish to thank you, our clients, for making the first 10 years so successful. 


We believe we have the studio and the people to produce the best-made TV 
commercials in the industry. Many of you have told us just that, and we 


look forward to serving your future needs better than ever during the 
next 10 years. 


Thank you again for our happiest birthday! 


UNIVERSAL PICTURES TELEVISION DEPARTMENT Qy-y (@) 


New York Office: 445 Park Avenue Telephone: PLaza 9-8000 - ah A 


Hollywood Office — Universal Studio, Universal City ‘ 
George Bole in Charge of Production Telephone: STanley 7-1211 


Write for free illustrated brochure. 


PROFESSIONAL TOUCH 
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Finance Firm in Tv 

In addition to Beneficial Management Corp. (see Spot 
Report, Feb. 10), another of the country’s largest con- 
sumer finance companies is on the verge of entering tv. 
The Family Finance Corp. recently appointed Emery Ad- 
vertising of Baltimore to handle its account, and tv-radio 
director Marshall Hawks speaks of a spot campaign in the 
near future. The concern has 260 branch offices in 32 states 
and will probably buy first in the Philadelphia market. 
Because the branches operate under various names, net- 
work tv is out. Initial concentration will probably be on 
local news-and-weather programs rather than isolated 
spots. 


Phillips Petroleum Switch 

Phillips Petroleum Co., a long-time user of spot radio, 
has canceled most of the 150 radio stations it’s been using 
for years and gone into spot tv. News, weather, sports 
shows and spot announcements are being picked up. The 
agency (Lambert & Feasley, N. Y.) so far has plans for 
local live programs in 36 markets and for spots in 30 
others. The final list will total about 80 markets. While the 
Phillips ad budget will probably remain the same as last 
year’s, this year’s bulk will be in televison. Bill Hinman is 
the timebuyer. 


Theatres Using More Tv 

One of tv’s competitors is using more television to attract 
customers, according to the TvB-Rorabaugh spot reports 
just completed for 1957. Movie producers and theatres 
(amusement and entertainment category) spent $560,000 
in 1956 for national spot television and jumped $100,000 
to $660,000 in 1957. This does not include the considerable 
sum spent locally by theatres. (The 37th in the TV AGE series 
of Product Group Success Stories will deal with movie- 
producer and theatre advertising. It will appear in an April 
issue of the magazine.) 


Bates Making Pilots 

Ted Bates, Inc., is reported preparing pilot films on 
several new program properties. Shows will be offered to 
clients for sponsorship, with the agency having a number 
of names on its roster of big-budget tv spenders—Colgate- 
Palmolive Co., Brown & Williamson Tobacco Corp., 
Carter Products, Inc., etc. 


Reducing Cigarette to Spend $75,000 

Trim Cigarettes, promoted as an aid to weight reducing, 
have been introduced via spot campaigns on stations in 
New York City, Miami, St. Petersburg, Atlanta and the 
New England area. Schedules began early in February and 
will run indefinitely while results are good. The brand is 
made by the Cornell Drug Corp., New York, which plans 
to spend 75 per cent of a starting $100,000 budget in tv. 
Campaigns in Baltimore, Washington and Philadelphia will 


be set shortly by advertising manager Marvin Chandler 
through Dean Advertising. New York. 


Public Service Still Climbing 

Donations in time and talent to public-service telecasting 
will be more than $225 million for 1957, preliminary totals 
for the Tv AGE quarterly survey of public-service program- 
ming indicate. In 1955 the time-and-talent total came to 
$133 million. In 1956 it reached $189 million. Totals for 
the first three quarters of 1957 came to more than $195 
million. (Complete report will be included in the April 21st 
issue. ) 


Skin-Cream Spots 

Prince Matchabelli, Inc.. which has not used video pre- 
viously to promote its line of cosmetics and perfumes, is 
now readying films on a new skin cream. The campaign is 
described as “minor,” but apparently will involve about 15 
markets. Morse International, Inc., of New York will 
handle the schedules for the product, which is called 
“Polyderm.” Raymond McCardle is tv-radio director at 
the agency. 


Ten-Day Press-On Plans to Continue 

The amazing tv success story of Ten-Day Press-On Nail 
Polish suffered a serious setback when the Federal Food 
and Drug Administration issued a warning that the product 
had caused disfiguring and sometimes painful injures to 
some users. Although the government agency stated the 
cosmetic product would be withdrawn from the market, 
this was denied by the manufacturer, Harrison Labora- 
tories, Inc. Harrison president M. I. Schultz claimed that 
with 32 million applications of Ten-Day distributed, there 
had been fewer than 600 complaints. While discussions 
between the government agency and the manufacturer con- 
tinue, Product Services, Inc., which handles the Ten-Day 
tv placements, will halt the spots, substituting films for Tuck 
Tape, another Harrison product, where possible. Les 
Persky, agency timebuyer, believes the product will be 
cleared and the spots rescheduled by March 25. 


World’s Fair on Tv 

Viewers in this country can look for several upcoming 
telecasts of various aspects of the World Fair beginning 
next month in Brussels. The National Broadcasting Com- 
pany has commissioned a new opera by Gian-Carlo 
Menotti, which will be premiered at the fair and presented 
on the NBC-TV network soon afterwards. CBS-TV also 
has plans for several of its programs, notably the Ed 
Sullivan Show, to use film clips and/or live acts from the 
exposition. In addition, the Burroughs Corp., makers of 
adding machines and electronic computers, has been re- 
portedly discussing sponsorship of a World Fair spectacular 
with both networks. 
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In Television Age... 
starting with 

the March 24 issue... 
expanded 

tv film coverage 
incorporating 

the editorial features 


of the Billboard 


tv section. 


Television Age 


The only publication covering television completely. 
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Business barometer | 





Both local and national spot business showed a decline in December, but, 
while local was down 
less than usual, LOCAL BUSINESS } 
Spot dropped sharp- Dec. Jan. 57 Feb. Mar. April May June July Aug. Sept. ct Nev Dee | 
ly. ; 
100 
95 
90 
85 
80 











The exclusive Business Baro- 
meter report shows 
that local billings 
declined 1.2 per 
cent in December 
below those in No- 
vember while nation- 
al spot was off 17 


60 

per cent for the 55 

same period. 50 

1954-55 45 

The pattern of December de- ‘0 
cline for both local ae 

and spot is well 30 
established and lo- 25 

cal showed consider- os 
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able strength in ; 
dropping only 1.2 
per cent. The record shows a 5 per cent drop in December 1956, .7 

per cent in December 1955 and .2 per cent in December 1954. 
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Spot weakness in December seems to be increasing as television gets older. 


The record shows that in ci ponieie 
December 1956 spot Cig ty pee isa ea a a 
declined 9.8 per hts, Nee 
cent, in 1955 4.6 


Ju I | 
145 | 
per cent, in 1954 140 
8.3 per cent and in 135 
1953 4.4 per cent. 130 | 
125 
The December 1957 decline of 1956-57 120 
17 per cent is the 115 | 
largest ever re- 110 
corded for the pe- 105 




















riod —in fact it is 
the largest drop re- 
corded in the four- 

year history of the | { 


Business Barometer 1955-56 80 

for any one month. 75 

The next largest 70 

drop in a 30-day 63 

period was in July 60 1 | 

1956 when spot drop- | 55 

ped 13.2 per cent 1954-55 50 

below billings in 15 

June. 10 
A glance at the chart re- 7 

veals another point 9= 

that is of interest. " 


Spot business in 
November was stronger in 1957 than it was in either 1956 or 1955. 


As a result the December decline was from a higher business level than 
it would have been if November billings in the category had not 
been unusually good. 

















The exclusive Business Barometer report is prepared from reports made by 
Stations in all parts of the country and in all sizes of markets 
direct to Dun & Bradstreet. 
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HUNTINGTON 
CHARLESTON 


is the 


32nd 


TV MARKET 


and only 


WSAZ-TV 


COVERS IT...and 


You Get HIGHEST RATINGS 
at LOWEST COST 





Quar CPM 
f ; He Home 
Audience** Win** Nighttime*** 
| WSAZ-TV 63.5 430 1.12 
Ciiicane me Sein = 
| STATION B 24.4 24 2.50 
tH 4 
| STATION C | 14.2 4 | 3.33 





SOURCE: SRDS MARKET DATA July 1, ‘57 (Population 
**SOURCE: COMPUTED FROM ARB. Nov. 1957 
***7:30-10:30 P.M. BASED ON 260 TIME FREQUENCY 





Aftfuiated with Radio Stations 
WSAZ, Huntington 6 WKAZ. Charleston 
LAWRENCE H. ROGERS, PRESIDENT 
Cc. TOM GARTEN, Commercial Manager 


Represented by The Katz Agency 





Tv demands simple, strong package . . . . page 21 


Maypo’s rustler leads commercials .... page 95 


Foods, beers used more spot in 1957. . . page 96 


Package Subtleties 


The decision was probably made 
after two or three crash meetings at 
the agency. 

Result: the shape of one letter has 
been changed in the logotype on a 
bottle of Vitalis hair tonic. 

The mere idea of such a change may 
sound a little ridiculous. But the sub- 
tleties of package design as applied to 
tv are strange indeed. 

It happened like this: Vitalis was 
using a manuscript “a” on the label. 
Viewers were reading it “Vitolis.” The 
“a” is now typographical. The public 
is once more asking for “Vitalis.” 

The Vitalis label was designed by 
Egmont Arens, New York industrial 
designer whose clients include Philip 
Morris, Coca-Cola, Bristol-Myers, 
Lever Bros., Seagram’s, Columbian 
Rope, even the QM corps of the U. S. 
Army—and many others. 

Probably because he’s a designer, 
Mr. Arens saw the handwriting on 
the tv screen long before most. Ten 
years ago he was shooting photographs 
of packages off the tv screen, then 
showing them to clients. These pointed 
demonstrations showed management 
clearly that changes were in order. 

“Ty has had a good influence on 
packaging,” he says. “The medium de- 
mands a_ simple, straightforward, 
strong package that can be visualized 
in a second.” 

Some of the early camera shots off 
the tv sets were for Philip Morris. 
That’s one of the main reasons the com- 
pany brightened and simplified packag- 
ing for all brands. At the Arens shop, 
the Philip Morris brand package had 
700 dry runs before PM executives 
decided on the new wrapper. 

Mr. Arens also designed the new 
Parliament package. The flying wing 
above the logotype is the element that 
gives quick identification, he says. To 


the casual eye, the logo lettering may 
seem the same as the lettering on the 
old Parliament package. Far from it. 
‘Iv tests, says Mr. Arens, showed the 
old lettering, however distinctive, to 
be nearly inscrutable. Style was kept, 
but lettering was greatly simplified. 
Cigarette companies were very re- 
luctant to change, says the designer. 
PM spent a quarter-of-a-million to find 
out if changes were right, to make 
sure they would get high public ac- 
ceptance. And PM was the first com- 
pany to make major packaging 
changes. Nowadays you can find a 
flying wing on an Old Gold package. 
At the same time that cigarette 
makers were waking up to the impact 
of package design on tv, the food. 
drug and household-product people 
were beginning to stir. Where packag- 
ing decisions were once left in the 
hands of the purchasing department, 
says Mr. Arens, they are now being 


os NEW 


Brillo (above) made a double packag- 


ing change under stress of competition. 
A few of the 700 experiments (below) 
from old to new for Philip Morris. 


EGMONT ARENS 
“Tv has a good influence... .” 


made by top management. 

Company executives, says Mr. Arens, 
follow tv more closely than they did 
the retail store. But the extra advan- 
tage of a good tv package is that it is 
also good in the store. It also is easily 
identified on 24-sheets. 

Still another advantage is the in- 
terest stimulated by fresh packaging. 
The public gravitates to something new. 
A&P 


Arens client), changes most of its 


stores, for instance (another 
packaging every three to five years. 
There are other reasons for change, 
however. The designer calls one of 
these “shelf fadeout.” For example, 
he redesigned a package for Brillo 
cleanser. Sales were fine until the 
competition came back with a new 
package. The Brillo 
hastily redesigned—this time with 
bold dark lettering on a white swath 
to grab attention again from rivals. 


package was 


In the highly competitive instant- 
coffee race, Mr. Arens redesigned 
labels for Nestle (Nescafe and Decaf). 
In fact, he has designed more than one 
label for the Decaf jar. The standard 
shows the name in a cartouche (the 
bordered area that contains the logo) 
resembling steam rising from coffee. 
Other labels have been printed with 
lettering re-arranged to include deals 
of six cents off and ten cents off. The 

(Continued on page 95) 
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as impossible as trying to sell Portland without 


KPTV12 


Shaggy apes aside, the one sure way to sell the big-buying Oregon 
and Southwestern Washington market is with KPTV — your lowest 


cost-per-thousand buy with top audience and coverage. 


K 
Oregon's FIRST Television Station « Represented Nationally by the Katz Agency, Inc. * Schedu/e s ortand, Cregen 
Vv 
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Influentials, 


More and more stations 


recognize importance of reaching 





N a booklet called Television for Children, 

- prepared for Boston’s Foundation for Char- 
acter Education by a group of specialists in 
television, education and psychology, the authors, 
pointing out that conflict and choice characterize 
our society, suggest that video should help chil- 
dren to accept this reality of adult life and to 
realize that there are choices between various 
shades of good and bad. 

Be that as it psychologically may, a well- 
accepted reality of advertising life is that there 
is no question of choice in a child’s mind between 
a product advertised on television and one that 
is not. The tots want—demand might be a better 


children’s audience 


word—the items which are identified with their 
favorite tv programs, and no rank non-televised 
substitutes will do. 

Replying to queries asked by TELEVISION AGE 
in a nationwide study of children’s tv shows and 
their impact on young viewers, the promotion 
manager of a midwest station with a kiddie pro- 
gram sponsored by a bread company and hosted 
by one Uncle Dudley told of personally witnessing 
a video-induced child tantrum in a leading chain 
store. 

“The child’s mother,” 
competitive bread product into her shopping 


he recounted, “put a 


basket and proceeded to attend to the rest of her 
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(Above) wstx-Tv’s Romper Room, and (below) WKA ; Commodore Cappy of WCCO-Tv. 








marketing, at which point her little 
darling took the loaf of bread out of 
the basket, threw it to the floor, 
stomped on it and screamed, ‘I want 
Uncle Dudley’s bread!’ And Uncle 
Dudley’s bread it had to be.” 

However homicidal the impulse 
which such a performance might stir 
in the breast of one raised in the 
spare-the-rod-and-spoil-the-child _tradi- 
tion, the significance of this kind of 
program-product loyalty on the part of 
television’s juvenile audience is ob- 
vious: children represent a most im- 
portant sales market because of the 
direct influence they have on the 
products their parents buy. 

Printed forms of advertising hold 
little appeal for youngsters, and to 
those of pre-school age they are mean- 
ingless; the aural-only characteristic 
of radio can hardly compare with—or 
compete with—the sight, sound and 
motion of television in capturing and 
stimulating a child’s imagination. Chil- 
dren become emotionally involved with 
video, and from that stems the strong 
bearing that they exert on parental 
purchases. 

Survey after survey has revealed 
the sales influence wielded by the smail 
fry on behalf of products advertised on 
the 10 to 15 per cent of all tv programs 
which are especially produced or se- 
lected to meet children’s interests. An 
Advertest Research study in the metro- 
politan New York area showed that 
children frequently give as much at- 
tention to commercials as to the pro- 
grams themselves; they not only like 
the sales pitches, the study reported, 
but also remember them well enough 
to repeat them. 

Advertest further found that in the 
survey group nine out of 10 mothers 


had been asked by their offspring to 
buy a tv-advertised product—which re- 
sulted in purchase about 90 per cent 
of the time—and 60 per cent of the 
mothers had switched to another 
brand, in addition to their regular 
one, to satisfy their children’s tv-in- 
spired requests. 

A similar survey conducted by the 
American Research Bureau in Los 
Angeles found that 56.5 per cent of the 
549 children covered had asked their 
parents to buy a tv-advertised item, and 
that 74.2 per cent of the parents had 
purchased the item. And still another 
indicative study, made by Eugene 
Gilbert & Co. in nine major cities last 
February, showed that 94 per cent of 
the 444 mothers interviewed had been 
asked by their youngsters to buy things 
seen on television. 

National and local advertisers—far 
too numerous and varied to list, even 
partially—are well aware that the na- 
tion’s junior graders are among the 
best “salesmen” their products have, 
and the average local station has little 
difficulty in selling participations in a 
children’s program that has built a 
faithful moppet following. 

Types of kiddie shows vary from 
station to station, depending upon the 
outlet’s particular creativeness and/or 
financial resources, but what is perhaps 
more important than format is the 
personality who handles the emcee 
chores and in tieing everything to- 
gether thoroughly endears himself or 
herself to the watching youngsters. 

Cartoons constitute the greatest part 
of local-station programming for chil- 
dren, and for understandable reasons: 
they are cheaper to program, they are 
just as fascinating as anything else to 
an uncritical audience, and their resi- 


dual value is endless, since kids will 
watch the same films over and over and 
over again with equal delight. 

But a 
imagination 


show 
beyond the 
mere use of cartoons in their efforts to 
attract a youthful audience, and fol- 
lowing, in alphabetical order by city, 
are the ways some of them around the 
country are winning moppet friends 
and influencing 
assorted candy 
drinks, desserts, 


number of stations 


extending 


mothers to buy the 
bars, soft 
shoe polishes, denti- 
frices and dairy products that hitch 
their advertising wagon to the star of 


cereals, 


a popular children’s program. 
wLos-Tv Asheville, N.C., like quite 
a few other stations, bases its major 
programming appeal to the small fry 
on that well-known spinach-swilling 
sailor man who has long been an ani- 
mated juvenile favorite. Popeye The- 
atre, which along with the Warner 
Bros. cartoon library is exclusive with 
WLOs-Tv in the Asheville-Greenville- 
Spartanburg market, occupies the 6-7 
p-m. spot Monday through Friday, fol- 
lowing ABC-TV’s Mickey Mouse Club. 

Grady Cole Jr., with 10 years’ exper- 
ience in radio announcing and emcee- 
ing at various stations throughout the 
Carolinas and Virginia before joining 
WLOs-Tv, handles the show, on which 
the mail pull is, according to Charles 
B. Britt, the station’s executive vice 
president, “phenomenal.” Since the 
program’s inception last Oct. 28 and 
through Jan. 17, “we have drawn,” 
says Mr. Britt, “a total of 26,967 pieces 
of mail.” 

Every weekday between 9 and 10 in 
the morning is happy-birthday time on 
wLw-a Atlanta for one or more of the 
Georgia capital’s short-pants-and-pig- 
tail set. During that daily hour The 
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wsoc-Tv’s Jack (Commodore Dan) Callaghan. 


Skipper Ray Show, helmed by Ray 
McCay, provides one or several young- 
sters with a birthday party that in- 
cludes all the edible trimmings, plus 
dancing, cartoons, stories and puppets. 
Since the program’s debut in March 
1955, with Fran Adams as the original 
creator and emcee, it has partied over 
20,000 children, and in a one-week 
contest has pulled as many as 2,100 
letters and cards. Frequent contests, 
features such as “What’s New in Toys” 
and special guest appearances are also 
part of the format, which has gone 
through only minor set alterations and 
a name change since its inception. 
wJsBF Augusta, Ga., is another sta- 
tion which hosts a televised party for 
youngsters having birthdays. Aired 
Saturday mornings at 10:30 and em- 
ceed by program director John Radeck, 
the show is titled, with admirable 
directness, Birthday Party. Each week 
between 30 and 40 kids participate in 
interviews, games and refreshments, 
with the show always booked three 
months in advance. Pepsi Cola is the 
current sponsor of the program, which 
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Space Ship C-2 is the moppets’ delight 


has been running for the past four 
years, 

The Chronicle-Herald station in 
Augusta, WRDW-TV, programs a 15- 
minute kiddie show Monday through 
Friday at 5 p.m. which has been on the 
air since the station first sent out a 
signal in 1954. The show, Briar Patch 
Theatre, is based on, in promotion 
director D. G. Shepherd’s words, “the 
not-too-out-of-this-world adventures of 
a group of hand-puppeted animals,” 
the star, hero and leader of which is 
Hippity Hop, a rabbit living in a 
hollow tree in Happy Dale, U.S.A. 
(which by no coincidence is near 
Augusta, Ga.). 

KTBC-TV Austin, Tex., has its most 
successful children’s show in Captain 
Superior, viewed from 10:30 to 11 
every Saturday morning. The sponsor, 
Superior Dairies, is currently giving 
away Dell comic books to the moppets 
who send in a certain amount of Su- 
perior products labels, and thus far, 
says the station, the response has been 
“tremendous”’—an average of 300 to 
400 letters each day, and an average of 





on WESH-TV. 


10,000 comic books mailed out in re- 
turn every month. 

wJz-Tv Baltimore might be said to 
be the number-one outlet for the na- 
tionally syndicated—and nationally re- 
nowned—children’s program called 
Romper Room, inasmuch as this unique 
packaging idea first came to fruition 
in the Maryland habitat of its creators, 
Bert and Nancy Claster, five years ago 
this month, bowing initially on WBAL- 
TV. 

Romper Room, which has been re- 
ferred to as the world’s largest kinder- 
garten, will go into video’s history 
books as a pioneer in the little-explored 
field of live syndication. From its 1953 
start as a local Baltimore experiment 
on a sustaining basis, the show has 
spread to 49 other markets to become 
one of the most popular and commer- 
cially profitable of all kiddie stanzas, 
largely because Nancy and Bert Claster 
personally build, control and supervise 
each new replica of their successful 
prototype. 

Every feature used on Romper Room 
combines teaching with entertainment. 








Skipper Ray helms 
the birthday parties on 
Atlanta’s WLW-A. 


The program is, in effect, an on-the-air 
nursery for three-to-six-year-olds, six 
of whom attend the studio “school” for 
two weeks of singing songs, playing 
games, listening to stories and working 
with their hands, all under the guid- 
ance of a college-trained female 


teacher, while young viewers at home 
benefit similarly by taking part in the 


games, songs and exercises. 

The Clasters keep in close touch with 
the Romper Rooms in other cities, in- 
sist on the format being used exactly 
as it is in Baltimore, and supply every 
item needed elsewhere, including 
games, songs, scripts and the furniture 
and props for the sets, It’s a packaging 
operation quite unlike anything else 
in television. 

The wJz-Ttv edition of Romper 
Room is aired from 10 to 11 a.m. Mon- 
day through Friday and is helmed by 
the original Miss-Nancy (Mrs. Clas- 
ter). Other Romper Rooms around the 
country, programmed at different times 
and conducted by different Miss 
Nancys (or Miss Rosemarys or Miss 

(Continued on page 88) 





Rayco riding high 


Storyboard session: (l. to r.) Myron A. Mahler, vice president and creative director for air media at Emil Mogul Co.; 
Jules Rudominer, executive vice president and marketing director, Rayco Mfg. Co.; Emil Mogul, agency president; and 
Joseph Weiss, Rayco president. 














Wwe: Brothers and ABC-TV may 
think they have a pretty sharp 
poker player in Bart Maverick. 

As a matter of fact, he could learn 
a lot from Joseph Weiss, a man from 
the new east instead of the old west. 
Mr. Weiss sat down to a friendly game 
in Paterson, N. J., a dozen years ago. 
He parlayed a few hands into $100 
million, conservatively speaking. 

The trick is to play the conversa- 
tion instead of the cards, then call in 
some smart kibitzers from Madison 
Avenue. The ‘Warners are welcome 
to pass the information along to their 
wayfaring hero. But nobody in the 
Sunday-night audience would believe it 
anyway. 

Still, Maverick and Mr. Weiss have 
one thing in common. They like to 
help others. On that night of the shirt 
sleeves and round table in Paterson, 
Mr. Weiss had just that in mind. 

He was at the time owner of a 
flourishing fabric business in that 
city. One of his poker-playing friends 
ran a “trim shop,” something rela- 
tively new on the American scene. He 
was custom fitting auto seat covers. 

The “trim shop” operator was 
short of fabrics. Mr. Weiss wanted 
to help a brother recently out of the 
army get settled in business. Between 
raises, Mr. Weiss made an offer: 
“Teach my brother the business, and 
I'll keep you supplied with fabrics.” 

After an apprenticeship, the brother 
opened a shop in Brooklyn. It was 
the start of the Rayco Manufacturing 
Co. 

With the first shop well under way, 
Mr. Weiss opened a second for another 
brother in White Plains, N. Y. 

From these two stores sprang the 
coast-to-coast chain and the Rayco 
Manufacturing Co., with offices in 
Mr. Weiss’ native Paterson and a 
plant in Pawtucket, R. I. 

Sales volume in the first year of 
operation (1946) was $300,000. Last 
year the company’s gross was $22 
million. 

There are today 151 Rayco stores, 
all local franchises, covering 70 mar- 
kets. Rayco is now the number-one 
manufacturer of auto sea covers and 
convertible tops. Currently being added 
to merchandise stocked are Rayco 
mufflers. 

Rayco products are fitted and sold 
exclusively through franchised stores. 


Each bears the Rayco mame but it 
is owned locally. Today a franchise 
costs the local investor about $35,000. 
The average net profit is high. Taking 
the 1957 figures, the factory’s gross 
sales to each store average out to about 
$150,000. Of course the variance from 
average is considerable, depending on 
the size of the market. 

For the investment, the local owners 
get plans for building the store, train- 
ing for employes, thorough market 
research and advertising that is as 
custom-tailored as the product they 
sell. 

To launch his enterprise, Joe Weiss 
ran blind ads in dozens of local news- 
papers across the country. He asked 
for persons interested in owning na- 
tionally franchised stores to write him 
at a box number in the cities where 
the ads were run. He gave no company 
name nor any description of the busi- 
ness. 

“If I received several replies from 
one city, I put it on my itinerary and 
visited the city to conduct interviews 
there,” he says. 

City by city, he went about con- 
vincing people from all previous 
walks of life to become franchised 
dealers in auto seat covers. 

Today, with the Rayco name well 
established, the want ads are still run 
from time to time. But they are no 
longer blind. They invite applications 
—and applications are numerous. It’s 
not surprising. No Rayco franchise 
operator has ever lost a cent. 

There also are a good many applica- 
tions by referral. Successful operators 
often want to give a friend or relative 
a similar opportunity. 

In 1952 the Emil Mogul advertising 
agency entered the Rayco picture. Sales 
volume in 1951 was $1.9 million. It 
jumped to $6 million in °52. There 
were 21 Rayco stores in 1951. There 
were 54 in °52. 

The agency’s initial step was a com- 
prehensive analysis of Rayco products. 
method of operation, marketing prob- 
lems and consumer buying habits. 

This close study has continued week 
by week in every Rayco market. As 
far as media is concerned, the agency’s 
director of radio and television, Leslie 
Dunier (a vice president) says, “We 
have established to some extent—if 
not to a scientific certainty—how to 
approach a market.” 
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Custom-styled 
television pays 
for custom-styled 
retail product 
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Media session: (I. to r.) Hal Balk, account executive; Leslie L. Dunier, vice president, radio-tv; Larry Levinson, assistant 
account executive; and Bernard Kramer, vice president and account supervisor—all of Emil Mogul agency. 


One of 151 Rayco outlets 

















One of the most valuablé techniques. 
in use since 1952, is a media check 
system which gives the agency an up- 
to-the-minute measurement of the ef- 
fectiveness of advertising in each me- 
dium and in every market. 

When the Emil Mogul agency ap- 
proached Rayco as a possible client 
back in °52, a major part of the pres- 
entation pointed up the ideal oppor- 
tunity for basic research at point of 
purchase. ; 

Rayco management was interested 
enough to assign the agency to a test 
in the Boston market. Three stores, 
two in Boston and one in Worcester, 
had been falling behind the rest of the 
chain. 

The agency’s first move involved 
basic media and copy changes. Then 
the research department designed a 
questionnaire, on a small card, to be 
filled in by each customer coming to 
the store. At Rayco stores, seat covers 
are installed free and the operation 
can be accomplished in 30 minutes (a 
big point in Rayco’s ad approach). 

Media information was the primary 
concern of the questionnaire. It also 
asked what town the customer was 
from, make, year and type of car and 
the sex of the respondent. 

On media the questions were: “How 
did you happen to come to Rayco? 
Have you ever seen or heard Rayco 
advertised in newspapers, radio or tele- 
vision, and, if so, which newspaper, 
program or station? Have you seen 
or heard Rayco advertised anywhere 
else?” 


Store owners were trained to ask 
that the card be made out and nothing 
else. All the operators, it seems, had 
been asking customers how they hap- 
pened to come to the store. But the 
results seemed to follow the favoritism 
of the owner. As Joel L. Martin, Mogul 
vice president and director of media 
and research, puts it, “The answer to 
the question ‘which newspaper did you 
see us in?’ has some of the same con- 
notations of the old twister, ‘Have you 
stopped beating your wife?’ ” 

The cards from Boston were mailed 
to the agency weekly. They were then 
tabulated and analyzed in time for a 
client meeting. The results gave solid 
indications on copy tests and told 
which medium was pulling the best, 
where and when. 


The ad-results data were reduced 
to sales per dollars of advertising. The 
measuring was successful enough to 
nail down the account for Mogul. Since 
then the agency has taken its remun- 
eration from gross sales instead of 
the standard 15 per cent. 

And the system of measure is still 
in existence in every Rayco market 
today. Now a customer gets a guaran- 
tee with the questionnaire attached. 
Thus the questionnaire is almost in- 
variably filled out. 

Says Mr. Martin, “We are no longer 
asking the corollary classification 
questions, but are merely taking the 
media data. Certain stability was 
reached in most instances, and you 
must understand that the other infor- 
mation was collected for a number of 
years, amounting to practically a cen- 
sus of Rayco customers.” 

With all the classification informa- 
tion and with information from other 
sources, the company is able to keep 
store inventories fluid. 

According to Bernard Kramer, vice 
president and account supervisor, the 
tests have shown tv’s impact to be 
“dynamic, volatile and dramatic.” 

There were no precedents when the 


agency took over in April of 1953, he 





Malcolm 


Baumgarten, 


Rayco Mfg. Co. 


ad manager, 


says. “The agency’s choice could very 
well have been the traditional medium 
of the retailer—newspapers. But Rayco 
was a luxury item (prices range from 
$15 to $70 on seat covers), custom- 
engineered and best shown through 
demonstration.” 

Early commercials were a demon- 
stration of the retail manufacturing 


process. 

The president and founder, Joseph 
Weiss, says, “Television has been usea 
by us ever since 1952 when we ap- 
pointed Mogul to handle our adver- 
tising. Every year since that time has 
shown an increase in our use of tele- 
vision as a medium—a real tribute, 
since we check our media very care- 
fully on the basis of actual perform- 
ance on a local-store level. There are 
indications that television will become 
even more important to us in the 
future.” 

Rayco’s ad budget has increased 
from $200,000 in 1951 to $1.8 million 
in 1957. More than 40 per cent of the 
budget is now going to television. 

Broadcast director Les Dunier says 
that it is difficult to make a general 
claim for any medium. Many factors 
enter into selection. In New York, for 
instance, all three media (radio, tv and 
newspapers) are used. The number of 
stores in the metropolis throw off 
enough of a budget for adequate cover- 
age in all three. But even in this mar- 
ket the per cent of sales that a particu- 
lar medium can deliver varies from 
quarter to quarter. Selection is made 
down to the day, the spot and space, 
best hours and type of program. 

The 1952 tests in Boston proved 
that terciary times on tv are effective. 
Minute commercials after 1] p.m. were 
used with success. The late hours are 
still used. In many markets, where the 
pull is sufficient, the minute commer- 
cials are backed by 20-second spots on 
triple-A chain breaks. 

There are also marked differences 


in markets, Mr. With 


previous media research in hand, the 


Dunier says. 
agency knew that much different ap- 
proach would be necessary in the Los 
Angeles market than in New York 

or in Cleveland and Chicago, for that 
matter. New York and L. A. have seven 
channels each. The similarity for Ray- 
co ends there. To reach the same per 
cent of potential buyers in Los Angeles, 
the tv budget had to be split among 
Also, the 
driving audience in the sprawling west- 
ern city called for heavy use of radio. 


more stations. great car- 


In other markets, community news- 
papers will reach more potential Rayco 
customers than anything else. 

Besides the point-of-purchase check 
of tv, the agency keeps a diary of 


(Continued on page 76) 
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Hints for timebuyers 


Much-criticized research 


is still the best yardstick 


for buying television 














Researcher: whipping boy at lunch, Helpful Henry in the office. 








pops the most popular topic 
of over-the-martini conversation 
along Advertising Row today is the 
fallibility of research. Ratings, cost- 
per-thousand, coverage, motivation— 
in fact, all kinds of research. 

Yet the same executives who spend 
their luncheon hours belaboring the 
researchers return to their afternoon 
chores and base million-dollar cam- 
paigns on the same research—ratings, 
cost-per-thousand, coverage, motiva- 
tion. 

Why is research such a prime sub- 
ject for discussion? Perhaps because 
it furnishes the best yardstick by 
which that other popular whipping 
boy, television, can be measured. And 
while all research admittedly can be 
misusvd, it must be recognized that 
generally it does a magnificent job in 
directing the administration of what, 
without it, would be an impossible 
task. 

Advertising decisions must be based 
on research, and the knowledge of 
how to use it and how not to is one 
of the most important bits of know- 
how in the business. It is important 
not only to the executive head and 
the advertising manager, but to the 
media director and the timebuyer as 
well. 

With this in mind TELEVISION ACE 
has asked a group of seasoned re- 
searchers who have made tv their 
specialty to compile some hints to 
timebuyers and others interested in 
placing tv advertising most effectively. 

“Never assume that the market with 
the most stations is the most 
effective.” 

That bit of advice is based on 
sound research. For example, al- 
though New York has seven stations, 
two of these have two-thirds of the 
average audience. The other one- 
third is divided between five stations. 

In Los Angeles, also a seven-sta- 
tion market, the top two stations have 
only one-half of the total audience. 

“The tremendous rating potential 
of the smaller, less competitive mar- 
kets often results in huge low-cost 
audiences which make up for the lack 
of an extra large set count.” 

That point can be proved by a 
careful look at ratings on single-sta- 
tion markets in almost any part of 
the nation. As a more or less typical 
example, WMFD-Tv Wilmington, N. C., 
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is in the 70,000-100,000-set category. 
Its December ARB ratings are very 
good and deliver audiences equal to 
those available in many much larger 
markets. 

For instance, here are the daytime 
ratings of some shows seen on the 
Wilmington station, together with the 
national ratings for those same shows: 
Today (7-7:30 a.m.) , Wilmington 11.9, 
national 5.3; The Price is Right, W. 
28.4, n. 12.4; Edge of Night, W. 46.2, 
n. 7.4. 

Nighttime shows in the same mar- 
ket include: Wyatt Earp, Wilmington, 
66.3, national 34.1; The Perry Como 
Show, W. 71.6, n. 42.9; CBS News, 
W. 63.1, n. 11.6. 

“In deciding whether to add a sta- 
tion to your line-up do not make un- 
duplicated coverage the sole criteria.” 

This sage tip also points up the 
value of the local station. In many 
areas, a basic outlet will offer 
effective physical coverage, but the 
local station, although heavily du- 
plicated, will offer extra large ratings. 

An effective example of this is 


period and station B 5.2 per cent. 

Network television is far more com- 
petitive this season than it was last 
year. In 1956-57 CBS-TV programs 
were completely dominant by most 
methods of measurement. This season 
NBC-TV and ABC-TV have scored 
impressive gains. The ARB ratings 
show that in December 1956 CBS-TV 
had two out of every three programs 
in the 30-or-over rating category (see 
table 1). This last December CBS-TV 
had only half of these shows and was 
only two ahead of NBC-TV. In the 
very large, more competitive markets 
CBS-TV and NBC-TV were in a vir- 
tual tie, with ABC-TV only a few 
points behind. 

A study of comparative evening net- 
work strength in three-station markets 
shows some interesting comparisons 
(see table 2). Taking the 38 mar- 
kets which have three stations, one 
for each network, one finds that in 
17 markets CBS-TV is in first place, 
and in 17 NBC-TV is first. ABC-TV 
is in first place in only four, but a 
reference to the average rating shows 





Table 1: Evening Network Programs* By Rating Levels 
(National ARB Reports) 


+ of shows 
by rating 
level: 


December 1956 





December 1957 


ABC-TV CBS-TV NBC-TV ABC-TV CBS-TV NBC-TV 
Under 15 17 2 16 17 3 5 
15 - 20 7 x 10 8 6 9 
20 - 25 6 14 9 6 9 10 
25 - 30 1 6 6 4 ll 6 
30 + 2 16 6 2 ll 9 
Total shows 33 45 47 37 40 39 


(*Mon.-Fri. 7:30-11:00 p. m., Sat. & Sun. 


7:00-11:00 p.m.) 





pointed up in a large southern mar- 
ket with three stations which is near 
a smaller market with only one 
station. 

Latest ARB ratings show that sta- 
tions A and B in the larger market 
have effective coverage of the smaller 
city where station C is located. De- 
spite this, the November report for 
the smaller city showed station C 
with an average share of audience in 
its home city of 76.9 per cent from 
sign-on to sign-off, while station A 
had only 17.1 per cent for the same 


that ABC-TV had a rating of 27, not 
many points behind the CBS-TV 36.2 
or the NBC-TV 35. 

The same type of comparison made 
in four-station markets (see table 3), 
has a similar result. ABC-TV was 
first in two of the 11 four-station 
markets, CBS-TV was first in six and 
NBC-TV led in three. Average rat- 
ings, of course, were slightly lower 
than in the three-station markets, but 
the general 


comparisons were the 


same. 


(Continued on page 77) 





Table 2: Average Evening Share Of 
Audience for markets 
where all three networks have equal 
facilities. 


(ARB Nov.-Dec. 1957) 


three-station 


ABC-TV CBS-TV NBC.T}I 
(December ) 
Atlanta 25.3 33.8 41.0 
Baltimore 36.4 34.8 27.5 
Boston 17.0 39.7 41.5 
Cincinnati 30.0 32.5 34.1 
Cleveland 29.0 30.8 40.2 
Columbus 31.3 38.9 29.8 
El Paso 14.0 53.0 33.6 


Miami 18.2 45.0 35.7 
Portland (Ore. ) 34.7 43.3 22.0 
Sacramento 15.1 40.3 43.9 
San Francisco 21.7 39.2 37.4 
(November ) 


Albuquerque 35.1 29.4 36.2 
Cedar Rapids 33.6 41.9 24.1 
Des Moines 26.7 38.1 35.4 


Evansville 30.5 31.9 37.5 
Ft. Wayne 22.7 32.5 44.8 
Fresno 32.2 29.5 35.2 
Hartford 20.9 29.1 25.0 
Houston 27.3 35.6 36.8 


Indianapolis 20.8 37.7 28.3 
Kansas City 27.3 39.8 32.9 
Little Rock 26.9 34.7 39.2 


Madison 27.3 4A.1 28.8 
Memphis 34.6 37.2 27.8 
Nashville 23.1 38.4 39.1 


New Orleans 13.1 28.8 57.3 
Oklahoma City 19.6 39.1 41.2 
Omaha 31.5 35.2 33.7 
Richmond 34.2 31.4 33.8 
San Diego 21.4 34.9 28. 

San Antonio 34.4 32.1 34.7 
Salt Lake City 38.8 27.7 33.0 
South Bend 17.7 43.1 32.6 


Spokane 30.9 31.8 37.1 
St. Louis 20.2 40.2 39.4 
Tucson 30.3 29.2 41.2 
Tulsa 26.8 42.2 31.0 
Wichita 4A.7 28.6 27.0 
Average 27.0 36.2 35.0 


Three-station market network station 
ranking—38 markets. 


Number of cities in: 


ABC-TV CBS-TI NBC-T} 
Ist place 4 17 17 
2nd _ place 8 15 15 
3rd place 26 6 6 
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Prior to his election as vice president 
in charge of advertising for Carling 
Brewing Co., Robert C. Garretson was 
general advertising manager. He joined 
Carling in 1948 as sales promotion 
manager. He has helped develop Carl- 
ing’s “Hey, Mabel” advertising theme. 
A graduate of the University of Illi- 
nois and holder of a master’s degree 
from Northwestern, Mr. Garretson 
previously was sales promotion man- 
ager for Standard Brands; served dur- 
ing World War II as canned-food ra- 
tioning supervisor for the Office of 
Price Administration; was employed 
in the advertising department of Proc- 
ter & Gamble, and was advertising- 
sales manager for the J. B. Inderrieden 


Co. 


he hue and cry about subliminal 

advertising is largely based on a 
blend of misinformation, exaggeration 
and ignorance. The idea and fear that 
such advertising is a significant step in 
the direction of Orwell’s 1984 and the 
imaginary techniques of group-think 
is a long leap to a disingenuous con- 
clusion. 

Subliminal advertising is not new. 
The only new thing about it is its ap- 
plication to television. Similar sub- 
liminal appeals have been made on 
radio, in magazines and even in out- 
door for many years. Repeating a 
theme song or tune on radio to reach 
the subconscious with a reminder of 
a product or a company is old stuff, 
and the “coke” symbol being ubiquit- 
ous is rarely noted consciously. Try 
noticing some day as you drive across 
the country how many times you can 
spot the red circle and the words Coca- 


Subliminal tv 


BY ROBERT C. GARRETSON 


Idea new only as it applies to television. ad executive believes 


Cola. You'll be amazed! 

Many such messages were designed 
to reach the subconscious, and their 
effectiveness often depends partly on 
the ability to get subconscious atten- 
tion for an idea which might have little 
significance to the conscious mind. 
Few of us select soft drinks, chewing 
gum and similar items, even including 
beer, after carefully weighing the com- 
petitive merits. We try what others are 
using or what seems to be popular 
where we are, and if the trial is satis- 
factory, we include that item in our 
subconscious list of acceptable items 
in that category: 

It is true that we can consciously 
examine printed words or words 
spoken on the radio if we pay close 
attention to what we see and hear, 
and if there is some obscene or ridicu- 
lous notion expressed we will learn of 
it consciously very soon. What we fear 
about subliminal television, consisting 
of words we can’t see because they ap- 
pear too quickly for us to be aware 
that they actually were on the tv screen, 
is that we don’t have the opportunity 
to check and find out what is being 
said if we care to make the effort. 

Possibly a simple solution would be 
to limit television 
liminally the same things which it says 
in its spoken commercials. In any case, 
the fact that we can check up on the 
printed and spoken word does not pre- 


to saying sub- 


vent those media from reaching our 
subconscious effectively to sell us more 
thoroughly on the things which we 
have already accepted consciously. 
They can’t sell our subconscious any- 
thing that we haven’t already approved, 
and neither can subliminal television. 
A second fact almost completely 


overlooked in the hysteria generated 
by the application of this form of ad- 


vertising to television is that because 
it must act automatically, it must con- 
form to the pattern and limits of any 
other mechanical activity. 

auto- 
matically to do what is potential for 


A mechanism only works 
that mechanism. If a human being is 
in part a mechanism, it can be stimu- 
lated automatically (or 
sciously) to do only what has been 
already built in to that mechanism. A 


subcon- 


garage door may open automatically 
when a beam of light across the drive- 
way is broken by the approach of a 
car, but only if a mechanism has been 
installed to start the motor that pulls 
the chain that opens the door. 

The same thing is true of the human 
mechanism. Before a subliminal stimu- 
lus can start anything going, there 
must already exist, in the mind to be 
stimulated, the series of connections 


(Continued on page 77) 
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Industry, ranching, farming—all contributing to wealth of the southwest 


C' and cattle—they are the two touchstones 
on which the economic security of the great 
southwest has been built since the turn of the 
century. 

They are still of prime importance in Texas 
and Oklahoma, but they are being joined today by 
a flood of modern industries—some so new that 
their products are top military secrets. 

It is not surprising that industry is turning to 
this area for new expansion. Land and power are 
plentiful here. Labor laws are favorable. Trans- 
portation, by land, water and air, is ready. And 
the people of the southwest are its biggest asset 
—ready to bring quick ingenuity and tough de- 


termination to any project in which they are 
interested. 

Nature has endowed this area with many 
riches. Petroleum, perhaps the most important 
single gift, is found in quantity in both states. In 
1956 Texas produced 1,111,172,000 barrels, 
two-fifths of the entire national production. Okla- 
homa, fourth in national oil output, produced 
215,016,000 barrels. 

Other mineral deposits are almost equally 
important. Both states have great quantities of 
natural gas. Helium is produced at Amarillo. 
Texas produces about 75 per cent of America’s 
sulphur. Oklahoma has the nation’s largest re- 
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serve of asphalt and 10,000 square 
miles with underlying coal which is 
mined by both strip and shaft mining. 
Lead, zinc, gypsum and selenite are 
produced in quantity there. 

In livestock production and farming 
the southwest leads America in many 
divisions. Texas has the most cattle of 
any state on its great ranches in the 
south and west. Last year there were 
7,736,000 cattle, 4,374,000 stock sheep 
and lambs and 946,000 hogs in the 
state. Oklahoma had 3,018,000 cattle 
valued at $214,278,000, as well as great 
numbers of sheep and hogs. One sta- 
tistical-minded rancher pointed out 
that for every person living in the two 
states there is a steer. 

Texas leads the nation in number 
of farms and produces cotton, sor- 
ghum, oats, rice and wheat. The state 
leads the U.S. in cotton, producing 
3,610,000 bales in 1956. Truck farmers 
raise the most spinach of any state. 
Tomatoes, potatoes and cabbage are 
important crops. Pecan-growing is a 
large business. Peaches are the biggest 
fruit crop, followed by apples, pears, 
figs and all sorts of berries. The larg- 
est rose-growing center in the world is 
near Tyler. 

Irrigation has developed vast areas 
in both states, and important citrus 
crops are raised near the Rio Grande, 
Lake Texoma and in other areas. Big 
reservoirs have been developed in the 
Pecos, Brazos, Trinity, Canadian, Col- 
orado and Jacinto rivers. Others are 
planned. 

Oklahoma is a big producer of win- 
ter wheat, rye, corn, cotton and sor- 
ghum. 

Histories, as well as statistics, of 
both states are unusually interesting. 

The Texas coast was first explored 
by De Pineda in 1519. The first mis- 
sions were founded there in 1659. The 
territory became a Spanish province in 
1691 and a Mexican state in 1821. 
American settlers there revolted in 
1835 and formed the Republic of 
Texas. They voted for annexation and 
joined the Union in 1845. In 1861 the 
state seceded and joined the Confed- 
eracy; it was readmitted to the Union 
in 1870. 

Called the Lone Star State, Texas 
contains 267,329 square miles, making 
it the largest in the country. The state 
motto is “Friendship,” which carries 
out the meaning of the Indian word, 
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Teljas, for which the state is named. 
The state flower is the bluebonnet, tree 
the pecan, bird the mocking bird and 
song Texas, Our Texas. 

Oklahoma was a part of the Louisi- 
ana Purchase of 1803. As Indian terri- 
tory, it became the home of the five 
civilized tribes—Cherokee, Choctaw, 
Chickasaw, Creek and Seminole—as 
well as of a number of tribes of plains 
Indians. The land was first opened for 
settlement by runs and a lottery. The 
Cherokee Outlet portion of the state 
became a territory in 1890 and was 
later joined with Indian Territory by 
an act of Congress to become the state 
of Oklahoma, which was admitted to 
the Union as the 46th state on Nov. 16, 
1907. 


Oklahoma 17th in Size 


Oklahoma has an area of 69,919 
square miles, ranking 17th among 
states in size. The state motto is “Labor 
Omnia Vincit”—labor conquers all 
things. The state flower is the mistle- 
toe, bird the scissortailed flycatcher, 
tree redbud and song Oklahoma. 

Population growth of the two states 
varied. In 1850 Texas had a popula- 
tion of 212,592. By 1880 this had 
grown to 1,591,749, and by 1900 to 
3,048,710. In 1930 Texas had 5,824,- 
715 residents, in 1950 7,711,194, and 
today the population is 9,185,300. 

Oklahoma had only 258,657 resi- 
dents in 1890, but began to grow 
swiftly as the lands were opened to 
settlement, and by 1900 it had 790,391. 
Today’s population is 2,255,000. 

In effective buying income Texas is 
estimated to have a total of nearly $14 
billion, while Oklahoma comes to more 
than $3 billion. Retail sales per family 
were $3,460 in Oklahoma last year and 
$3,870 in Texas. Texas was second in 
the nation in automobile registrations, 
with 3,938,472, while Oklahoma had 
1,052,689. Texas livestock sold in 
1956 was valued at $555 million, while 
all farm products sold totaled $1,642,- 
000,000. Only California and lowa 
ranked ahead of Texas in total value 
of farm products sold. Oklahoma live- 
stock sold came to $192 million and 
total farm products to $409 million. 

Several Texas counties ranked high 
in farm sales. Hale County was 25th 
among the nation’s 3,000 counties, with 
$50,826,000 from its 1,703 farms. Lub- 
dock County was 29th, with $48,862,- 


000 from 2,081 farms, and Hidalgo 
32nd, with $46,120,000 from 4,072 
farms. 


Television has grown swiftly in both 
states. Today there are nine commer- 
cial stations operating in Oklahoma. 
Texas has 41. Oklahoma, with 496,000 
homes, has a tv saturation estimated at 
82 per cent, or 406,720 television 
homes. Some 16 per cent of these 
homes are estimated to have two or 
more sets, bringing the total number of 
sets in the state to 436,480. An esti- 
mated 2,600 color sets are in use. 


In Texas the 1,860,000 homes have a 
tv saturation of 81 per cent, or 1,506,- 
600 tv households. An estimated 16 
per cent of these homes have two or 
more receivers, bringing the total tv 
receivers to 1,804,200. Color sets are 
estimated to total 11,000. 

Some of the biggest economic gains 
made in Oklahoma and Texas have 
come since the sight, sound and mo- 
tion medium, television, achieved im- 
portance. 

Following, in alphabetical order by 
state and city, are the television mar- 
kets which make up this important 
southwestern area. The facts outlined 
will bring this rich market into sharper 
focus. 

Ada, retail trading center in south- 
east Oklahoma, was founded by the 
city’s first postmaster, Jeff Reed, in 
1890. City population is estimated at 
18,920. The city is located in Pontotoc 
County, which has a population of 
30,000. Effective buying income is $38 
million. 

Ada’s television station ,is KTEN, 
channel 10, P.O. Box 10. It began 
operating May 3, 1954, with 252 kw 
power, covering an area estimated to 
contain 99,478 black-and-white re- 
ceivers. It is an ABC-TV primary af- 
filiate and carries some CBS-TV and 
NBC-TV programs. 

KTEN is owned by the Eastern Okla- 
homa Television Co., with Bill Hoover 
as president and general manager and 
Brown Morris vice president and com- 
mercial manager. It is represented 
nationally by Venard, Rintoul & Mc- 
Connell. Mr. Morris points out that 
the station “serves a vast territory in 
southern and eastern Oklahoma be- 
tween the markets of Tulsa-Oklahoma 
City and Dallas-Fort Worth.” The 


station prides itself on “being the peo- 
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KTEN 


Ada, Oklahoma 


AUDIENCE 
DOMINANCE 


According to ARB 
KTEN reaches 63% 
of the audience in 
its area—greater 
audience dominance 
than any station in 


Oklahoma. 


AUDIENCE 
DOMINANCE 


Availabilities of top- 
notch syndicated 
shows PLUS three 
network—ABC, CBS 
and NBC—live pro- 
gramming. 


AUDIENCE 
DOMINANCE 


Only station in 
Oklahoma carrying 
the MGM movies. 


KTEN 


Ada, Oklahoma 


Bill Hoover, Manager 
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ple’s station,” Mr. Morris says, adding 
that the “half-million folks under our 
tower believe in KTEN.” 

“Not only is southern and eastern 
Oklahoma growing industrially,” says 
Mr. Hoover, “but it is also growing in 
national recognition as a separate and 
distinct marketing area, lying com- 
pletely outside and beyond the reach of 
the presently existing metropolitan 
marketing areas of the southwest. .. . 
As this recognition continues to grow, 
national advertisers find that the pur- 
chase of advertising on KTEN, the 
single common medium for the entire 
area, is a good economical means of 
communication. ...KTEN is_ truly 
looking toward the future through 
rose-colored glasses. The future of our 
market area is glowing, and we are 
extremely happy with our station in 
life.” 

Ardmore, in southern Oklahoma, 
midway between Oklahoma City and 
Dallas, has an estimated population of 
30,000 and is the trading center for 
an area rich in oil and agricultural 
products, as well as being near an im- 
portant recreation area. The Ardmore 
Air Force Base is located near the city. 
Population is estimated at 27,500 and 
its effective buying income at about 
$40 million. The population of Carter 
County, in which Ardmore is located, 
is 42,800 and the buying income $57 
million. 

Television station in Ardmore is 
Kvso-Tv, channel 12, located at 1700 
4th St. S.W. It is owned by the estate 
of John Easley, John Easley Riesen 
executor. The station went on the air 
in August 1956. It operates on 27.3 
kw power and covers an estimated 88,- 
000 black-and-white sets. Mr. Riesen 
is general manager, with Gorden Lack 
sales manager. National representative 
is John E. Pearson Co. It is an NBC- 
TV affiliate. 

“The future of the area KVSO-TV 
covers, southern Oklahoma and north- 
ern Texas, is undoubtedly one of the 
greatest of the potential market areas 
in America,” says Mr. Riesen. “Over 
500,000 people with homes in the area 
are not now served by any television 
station other than Kvso-Tv. When you 
consider the seven million visitors to 
the national park that is Lake Texoma, 
plus the one million visitors to the Lake 
Murray area every year, you can grasp 
the greatness that lies ahead in this 


new United States market.” 


Enid is an agricultural trading cen- 
ter in the north central section of the 
state. It is headquarters for a profitable 
grain and livestock industry. Its metro- 
politan-area population is estimated at 
50,900, while the buying-power esti- 
mate is about $83 million. 

The television station is KOCO-TV, 
channel 5, located at 206 East Ran- 
dolph. It is the ABC-TV outlet for 
Oklahoma City. (For full listing see 
Oklahoma City, below.) 


Lawton, in southwestern Oklahoma, 
is near Fort Sill, the United States ar- 
tillery and missile center. The area is 
noted for its wheat production, farm- 
ing, cattle raising, petroleum and tour- 
ist trade, as well as an expanding in- 
dustrial development. The Lawton 
metropolitan area is estimated to in- 
clude 74,000 people, while the effective 
buying income is estimated at $108 
million. 

Television station is KSWO-TV, chan- 
nel 7, owned by Oklahoma Quality 
Broadcasting Co., of which R. H. 
Drewry owns 53.5 per cent, T. R. War- 
kentin 15.5 per cent, R. P. Scott 15.5 
per cent and R. J. Montgomery 15.5 
per cent. The station began operation 
Nov. 15, 1954. 

It is a primary ABC-TV affiliate and 
carries some CBS-TV programs. It 
telecasts on 9.6 kw power and covers 
an area estimated to include 78,312 
b&w sets. Emmett L. Keough is gen- 
eral manager. 

“Lawton is located just five miles 
from Fort Sill,” says Mr. Keough. 
“This is the artillery and guided-mis- 
sile center of the world, with a present 
yearly payroll of $50.8 million. Law- 
ton itself has grown from 35,000 in the 
1950 census to a present estimate of 
61,000 people in the greater Lawton 
area. Frankly, we feel that we have a 
market that is definitely booming and, 
with the present emphasis on missiles, 
one that will continue to grow and 
prosper.” 

Oklahoma City is the capital of the 
state and its biggest city. A center of 
the petroleum industry, it has been 
noted for the many producing wells in 
the immediate area, some within the 
city limits and a number in view from 
the windows of the Capitol. 

Located near the center of the state, 
Oklahoma City is important as a dis- 
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tribution point. Population of the met- 
ropolitan area is estimated at 400,000, 
while the effective buying income is 
about $712 million. 

The city is assigned two stations, 
KWTV, channel 9 and wky-TV, channel 
4 and is served in addition by Koco-TV 
channel 5 (Enid-Oklahoma City). 

KOcO-TV, channel 5, is the ABC-TV 
outlet for the Enid-Oklahoma City 
market. The station is located at 206 
East Randolph in Enid and at 920 
Britton Avenue, Oklahoma City. The 
transmitter is only 2] miles from the 
state capital. 

KOCO-TV is owned by the Cimarron 
Television Corp. with Louis Caster the 
major stockholder, Ashley Robison 
general manager and Charlie Keys 
commercial manager. 

The station went on the air July 6, 
1954 as KGEO-Tv. Call letters were 
changed on its recent acquisition by 
its present owners. It is represented 
nationally by Blair Tv. Koco-ty tele- 
casts on 100 kw power to an estimated 
400,000 b&w sets. 

Speaking of the market, Mr. Robison 
says: “The coverage area of KOCO-TV 
includes the first and fourth markets 
in the state. Business conditions in this 
area are very stable and the future 
offers an opportunity for growth. 

“The concentration of attention up 
until six months ago in Oklahoma City 
had been in regional and national ad- 
vertisers. This has usually been the 
case in  two-station markets. With 
KOCO-TV- becoming a factor, the local 
advertisers are now in a position to 
buy prime half-hour time periods at a 
rate which will justify the expendi- 
tures. . . . It is KOCO-Tv’s objective to 
make television an important advertis- 
ing medium for the local advertisers 
within our coverage area.” 

KwTv, at 7401 North Lincoln, is 
owned by Oklahoma Television Corp. 
Video Investment Co. owns 50 per 
cent, with the balance divided among 
Roy J. Turner, president, 1214%; 
Harry S. Griffing, 1214%; Luther T. 
Dulaney, vice president, 1214% and F. 
E. Harper, vice president, 1214%. 
Edgar T. Bell is executive vice presi- 
dent and general manager, and Fred 
L. Vance commercial manager. 

KWTV began operating Dec. 20, 
1953. It telecasts with 316 kw power 
to an area estimated to include 


400,000 b&w receivers. It is a CBS-TV 











primary and carries some ABC-TV 
programs. Its antenna, 1,572 feet 
above ground, is claimed to be the 
tallest man-made structure, even higher 
than New York’s Empire State Build- 
ing. Avery-Knodel is national repre- 
sentative for the station. 

Speaking of the area, Mr. Bell says: 
“Agriculture and oil continue to be 
the economic mainstays in Oklahoma 
with industrial expansion moving up. 
Immediate economic prospects are 
reasonably bright on the basis of the 
holdover from the drouth-breaking 
rains of 1957, promising excellent 
wheat and cotton crops this year. Com- 
mercial construction is still high, un- 
derscored by the soon-to-be constructed 
$40 million Western Electric plant in 
Oklahoma City and other projects. A 
$60 million project to bring water 
from southeastern Oklahoma assures 
this city’s position as the major market 
in the southwest. 

“Television is of major importance 
to the future domestic, economic and 
political life in the area due to the 
tremendous impact it has in dissemi- 
nating news, information and knowl- 
edge. The physical expansion of televi- 
sion in this area is marked by the in- 
crease in the number of community 
antennas being constructed in fringe 
areas. This method of providing small 
communities with tv service equal to 
metropolitan areas, peculiar to agrar- 
ian states, is sure to bring about a de- 
mand for more aggressive state and 
regional leadership, create a wider 
market for new products, and result 
in cultural improvement and provide 
up-to-the-minute entertainment to all 
of the area. 

wky-Tv, 500 East Britton Road, is 
owned by the Oklahoma Publishing 
Co. The station went on the air June 
6, 1949, from the Municipal Audi- 
torium in downtown Oklahoma City. 
New facilities were built on East Brit- 
ton Road, seven miles north of the city. 
WKY-TV was the first independent color 
tv station in the nation, with its first 
colorcast April 4, 1954, and a local 
live colorcast four days later. The par- 
ent company, formerly the WKY 


Radiophone Co. but now the WKY 
Television System, acquired wsFAa-TV 
Montgomery in February 1955 and 
wTvT Tampa in July 1956. 

The station telecasts on 100 kw 
power to an area estimated to contain 


400,000 b&w sets. E. K. Gaylord is 
president of the company, R. W. Wel- 
pott vice president and station man- 
ager, Keith Mathers director of tv 
operations and Jim Terrell commercial 
manager. 

“The spirit of growth, activity and 
prosperity generally manifest in the 
great southwest today,” Mr. Welpott 
believes, “is matched in zeal only by 
the enthusiastic determination of south- 
westerners to build a better place in 
which to live, work and prosper. 
Locally established enterprises are ex- 
periencing phenomenal growth, and 
more major industries in the east are 
finding room to expand in the south- 
west. WKY-TV has played a vital role 
in the ‘new awakening’ of this promis- 
ing area, and will continue to grow 
with it in service and stature.” 

Tulsa, Oklahoma’s second largest 
market, is called the oil capital of the 
world. The city was incorporated in 
1896 and ranks as 49th city in popu- 
lation. Annual purchases of oil equip- 
ment and supplies from the city are 
more than $600 million. In bank debits 
per capita Tulsa ranked 6th in the 
nation in 1956. Population of the 
metropolitan area is 323,500, while its 
effective buying income is around $160 
million. 

Tulsa has three television stations, 
KOTV, channel 6; KTUL-Tv, channel 8, 
and Kvoo-Tv, channel 2. 

KoTV, at 302 South Frankfort, went 
on the air in November 1949. It is 
owned by J. H. Whitney & Co., a 
private investment firm, which bought 
it from Jack Wrather and Helen Alva- 
rez in May 1954. The station telecasts 
on 100 kw power, covering an esti- 
mated 300,000 b&w sets. 

C. Wrede Petersmeyer is president 
of the station, with James C. Richdale 
Jr. vice president and general manager. 
George Stevens is commercial man- 
ager. The station is represented na- 
tionally by Edward Petry & Co. and is 
a basic CBS-TV affiliate. 

“With progress as its theme, KOTV 
has always used public service as its 
watchword,” a station executive says. 
“The station was one of six in the 
nation in 1954 to receive the National 
Safety Council Award for outstanding 
service in the field of safety with its 
program Precious Cargo, presented in 
cooperation with the Tulsa Police De- 
partment and the Highway Patrol.” 
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KTUL-TV, P.O. Box 9697, is owned 
by the Tulsa Broadcasting Co., with 
John Griffin board chairman and prin- 
cipal stockholder. The station went 
on the air Sept. 18, 1954, as KTVvx 
Muskogee-Tulsa. The transmitter, mid- 
way between Muskogee and Tulsa, is 
1,020 feet above ground. The station 
operates on 316 kw power, covering 
an area estimated to include over 
300,000 b&w sets. 

In April 1955 the facilities of the 
uhf station KCEB, southwest of the city, 
were purchased, and the station moved 
into the new location with an ex- 
panded staff and improvements in pro- 
gramming. The FCC approved the 
change of call letters to KTUL-TV and 
permitted change of the allocation 
from Muskogee to Tulsa. 

Mike Shapiro is vice president and 
managing director of the station, 
William D. Swanson is manager and 
Bob Norris assistant manager. Avery- 
Knodel is national representative. 

Speaking of the future of television 
in the area, Mike Shapiro says: “Al- 
ready one of the brightest spots in the 
booming southwest, eastern Oklahoma 
continues its steady, healthy growth— 
a growth based on solid economic 
progress and lush natural resources. 
More and more industries are moving 
substantial segments of their produc- 
tion and marketing facilities into this 
region—and more businesses, both 
large and small, are using television 
than ever before. 

“There can be no question about 
the future growth of this area,” Mr. 
Shapiro continues. “And whether the 
nation’s economy is bullish or bearish, 
television will be at work for mer- 
chants and manufacturers of all kinds 
—turning doubtful prospects into eager 
customers.” 

KV00-Tv, 37th and Peoria, is owned 
by Central Plains Enterprises, with the 
William Skelly estate (38.88 per cent) 
and Sen. Robert F. Kerr (27.89 per 
cent) owning the major shares. The 
station went on the air Dec. 5, 1954, 
from temporary quarters. In July 1957 
it was moved into the new $2-million 
Broadcast Center in ‘southeast Tulsa 
and telecasts on 100 kw power to an 
area which includes over 300,000 b&w 
receivers. 

Harold C. Stuart is president of the 
station, with C. B. Akers executive 
vice president and John Devine com- 





mercial manager. The station is a pri- 
mary affiliate of NBC-TV, and Blair 
Television is the national representa- 
tive. 

In speaking of the area, Mr. Akers 
says: “KVOO-TV covers northeast Okla- 
homa and also serves northwest Ar- 
kansas, southwest Missouri and south- 
east Kansas. This is an area which 
probably has one of the greatest po- 
tentials of any section of the south- 
west, due to the development of its 
water resources. Numerous man-made 
lakes now in existence and on the 
drawing boards assure that this area 
will be one of the greatest industrial 
sections in the nation. A part of this 








transportation down the Arkansas 
River to the Gulf. 

“We have invested far beyond to- 
day’s prospects because of the certainty 
of the wonderful future of this area.” 

Abilene, prosperous central west 
Texas trading center, is built primarily 
around the oil production of the area, 
the educational institutions in the city 
and Dyess Air Force Base, which has 
a yearly payroll of about $25 million. 
The prospects for an increase in retail 
sales for the city of Abilene are ex- 
cellent. 

The Abilene metropolitan area has 
an estimated population of 81,600, 
while its effective buying income is 








water development includes water estimated at $137 million. Retail sales 
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in 1956 came to $97 million. 

The city is the home of Abilene 
Christian College, Hardin-Simmons, 
and McMurry College with a com- 
bined enrollment of about five thou- 
sand students. 

It is served by two tv stations, 
KPAR-TV, channel 12, and KRBC-TV, 
channel 9. 

KPAR-TV, with offices in both Abilene 
and Sweetwater, went on the air Jan. 
30, 1956. It is owned by the Texas 
Telecasting Co., of which W. D. “Dub” 
Rogers, president, owns 35.4 per cent, 
Vernice Ford 25.22 per cent and W. 
W. Conley 5.03 per cent. The same 
group owns KbUB-Tv Lubbock and 
KEDY-TV Big Spring. 

W. H. Shipley is vice president, Dan 
C. Guthrie station manager and E. A. 
“Buzz” Hassett national sales manager. 
The three stations owned by Texas 
Telecasting are sold separately or in 
combination. Operations desk is 7400 
College Ave. in Lubbock. 

The station telecasts on 91.2 kw 
power to an area estimated to include 
around 70,000 b&w sets. It is a CBS- 
TV basic affiliate and is represented by 
The Branham Co. 

KRBC-TV, 4510 South 14th St., is 
owned by the Abilene Radio & Tele- 
vision Co., with Dale Ackers, Lewis J. 
Ackers, Jack Andrews and Mrs. Chris- 
tine Ackers Cagle all equal owners. The 
station telecasts with 27.5 kw power 
to an estimated 70,000 b&w receivers. 
Dale Ackers is president and general 
manager, and George C. Breeding com- 
merical manager. The station is an 
NBC-TV primary affiliate and is re- 
presented nationally by the Paul H. 
Raymer Co. 

Amarillo is the center of the metro- 
politan area which includes an esti- 
mated 139,000 people with an effective 
buying income of $283 million. Retail 
sales are $191 million. 

The city has three television stations, 





Oklahoma Film 
Producers 


Tulsa 

Camera Research, 941 E. 36th PI. 

Dwight Morris, 1611 S. Boston St. 

Englers Photo Supply, 1643 S. Boston 
St. 

Thompson Movie Supply, 
Boston St. 


1740 S. 


KFDA-TV, channel 10; KGNC-Tv, channel 
4, and Kvul, channel 7. 

KFDA-TV, Box 1400, is owned by the 
Texas State Network, with Gene L. 
Cagle, president, having 20 per cent, 
Sid Richardson 62 per cent and Perry 
Bass 15 per cent. The station went on 
the air April 4, 1953, and telecasts on 
250 kw power to an area estimated to 
include 110,000 b&w sets. 

Ed Moore is general and commercial 
manager of the station, which is a 
CBS-TV primary affiliate. Blair Tv 


is the national representative. 


Executives are enthusiastic about the 
future of the area. “It is more than 
merely coincidence that since the ad- 
vent of television in Amarillo in the 
spring of 1953,” says Mr. Moore, 
“there has been a tremendous growth 
in all phases of the economy in the 
area. Amarillo has experienced well 
over a 50-per-cent increase in popu- 
lation alone since 1950 and continues 
to grow at a very fast pace. KFDA-TV is 
an integral part of this growth and is 
expanding its facilities with the con- 
struction of a new high tower. We 
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Enid 
Weldon Ford Adv. 


Oklahoma City 


Ackerman Assoc, Classen Terrace Bldg. 

American Radio TV Prod., P. O. Box 
3066 

George Ande Adv., Fidelity Bldg. 

Angelo Ady., 2303 N. Broadway 

Barlow Adv., 
Bldg. 

Beals Adv., 1503 23 St. N.E. 

J. Stewart Bell, Skirvin Tower 

Dulaney’s, 100 44th St. N.W. 

Maury Ferguson, 1708 N. Broadway 

Galloway-Wallace Adv., 1216 23 St. 
N.E. 

Tom P. Gordon Co., Midwest Bldg. 

Hall & Thompson Inc., First Ntl. Bank 
Bldg. 

Martin Hanan, Biltmore Hotel 

Hatfield & Cooley Adv., 1611 N. Broad- 
way 

Martin Hauan, Biltmore Hotel 

Humphrey, Williamson & Gibson, First 
Ntl. Bank Bldg. 

Jones & Jones Adv., Leonhardt Bldg. 

Knox-Ackerman & Assoc., Classen Ter- 
race Bldg. 

William C. Nichles & Assoc., Leon- 
hardt Bldg. 

Pate Organization, 
change Bldg. 


Commerce Exchange 


Ex- 


Commerce 


Oklahoma Agencies 





Handling Television 


Lowe Runkle Adv., Liberty Ntl. Bank 
Bldg. 
Srago Adv., Globe Life Bldg. 


Shrouf & Juergens, Mid-America Bldg. 


Tulsa 


Advertising Consultants, Ritz Bldg. 

Advertising Engineers, Daniel Bldg. 

Baran-Walters Adv., 424 S. Cheyenne 

Benton McFarlin 
Bldg. 

Louis A. Brandenburg Adv., P. O. Box 
7121 

Chapman Co., 8 E. 3rd St. 

DeFelice Adv., Gaddy Bldg. 

Eagon-Highland Adv., 1138 E. 38th St. 

Gibbons Adv., Daniel Bldg. 

Hall & Floyd Adv., 206 Standard In- 
surance Bldg. 

Paul Locke Adv., 216 W. 4th St. 

C. L. Miller Co., 1502 Hunt Bldg. 

Mills Adv., 2 E. 15th, Gaddy Bldg. 

Morgan Adv., 1020 E. 49th St. 

Perry Ward & Assoc., 2010 S. Utica St. 

Phillips Adv., 420 S. Boulder, Petro- 
leum Bldg. 

Shrouf, Page & Juergens, Daniel Bldg. 

Sims Adv., 14 E. 4th, Orpheum Bldg. 

Sullivan Adv., 7 W 18th, Apt. .303 

Watts-Payne Adv., 900 S. Main St. 

White Adv., Utica Bldg. 

Whitney Adv., 2048 Utica Sq. 

Wilson Adv., 123 E. 21st St.. , 


Ferguson Assoc., 





think this expresses our continued 
faith in the stabilized progress of this 
important area.” 


K¢NC-TV, 2000 North Polk St. is 
owned by the Globe-News Publishing 
Co. It began telecasting on March 18, 
1953, and uses 100 kw power. Its area 
includes an estimated 110,000 b&w re- 
ceivers. Parker F. Prouty is president, 
Wesley R. Izzard is general manager, 
and Aubrey Jackson assistant general 
manager and commercial manager. An 
NBC-TV primary affiliate, the station 
is represented by the Katz Agency. 


The station’s first telecasts were 
from the top of the First National 
Bank building in downtown Amarillo. 
Later it went to full power, telecasting 
from its 833-foot tower, which holds 
RCA’s first 12-bay 4-channel antenna. 


Station management is enthusiastic 


about the future. Aubrey Jackson says: 
“The entire southwest is growing at 
a pace second only to California, and 
the Amarillo area is one of the fastest- 
growing in Texas. We have had a 
terrific population increase since the 
1950 census. Tv has taken an im- 
portant place in the economic and 
cultural life of this area. We expect to 
help the area grow and to be an im- 
portant part of that growth.” 

Kvul, in the Estate Life Building, is 
owned by the Southwest States, Inc., of 
which John L. McCarty is chairman, 
Murry Woroner president and general 
manager (20 per cent), Robert D. 
Houck secretary-treasurer (20 per 
cent), George A. Oliver director (20 
per cent), Hoyt Houck director (20 
per cent) and Estate Development 
Corp., (20 per cent). The station be- 
gan operating Dec. 21, 1957, with 











46 kw visual power. It is an ABC-TV 
primary affiliate. 

The station is represented by Ven- 
ard, Rintoul & McConnell. 

Pointing to the increasing impor- 
tance of television in the Amarillo 
market, Mr. Woroner says: “I be- 
lieve that television is the top advertis- 
ing medium in this market now. In two 
years the set count should be 130,000. 
In three years 145,000, and in five 
years 180;000.” 


Austin, the capital of Texas, has a 
fine growth record, a booming econ- 
omy and excellent prospects for the 
future. There are some 130 manu- 
facturers in and near the city, it is the 
home of the University of Texas and 
headquarters for a large number of 
state-wide associations. Total popu- 
lation is estimated at 193,800, while 
effective buying income is around $300 
million. 


The city’s television station is KTBC- 
Tv, channel 7. It is located at 6th and 
Brazos and is owned by the LBJ Co., 
of which Mrs. Claudia T. Johnson is 
chairman of the board and major 
stockholder. The station operates on 
316 kw visual power and covers an 
area estimated to include nearly 200,- 
000 b&w receivers. 


The station began operating Nov. 
27, 1952. J. C. Kellam is president and 
general manager, O. P. Bobbitt is gen- 
eral sales manager, and the Paul H. 
Raymer Co. represents KTBC-TV nation- 
ally. The station is a primary affiliate 
of CBS-TV and also uses programs 
from NBC-TV and ABC-TV. 


Mr. Kellam says that Austin, “in 
addition to being the capital of Texas, 
is the hub around which central Texas 
operates. The population of Austin 
doubled from 1930 to 1940, and the 
present growth pattern continues at 
about that pace. Some of the reasons 
—the University of Texas, the capital 
of the state, headquarters for 150 state- 
wide business and professional organ- 
izations, abundant water supply, cheap 
electricity and gas. Television, in five 
years, has done more to obtain recog- 
nition for Austin’s real trade territory 
than had any other media in all prior 
years.” 

Beaumont is the city that goes down 
in history as the home of Spindletop, 
the great oil discovery that was made 
a few miles from the town in 1901 and 


one of the earliest of the major oil 
strikes, flowing 100,000 barrels a day 
when it first blew in. It was at Beau- 
mont that many of our present oil com- 
panies were organized, including the 
Texas Co., Gulf, Humbile and Houston 
Oil. 

The neighboring city of Port Arthur 
and that of Orange make up what is 
known as the Golden Triangle, and 
include a population of nearly 300,000 
persons. The Beaumont-Port Arthur 
metropolitan area includes an esti- 
mated 229,500 population with an 
effective buying income of $398 
million. Both Beaumont and Port 
Arthur are in Jefferson County. 
Orange, in Orange County, has an 
estimated population of 59,00 and buy- 
ing income of $84 million. 


Principal industry in this entire area 
is the drilling and processing of oil. 
Some 11 per cent of the nation’s oil is 
refined in Jefferson County, and 844,- 
460 barrels a day are produced. In 
addition, the area is important indus- 
trially. With oil refining excluded, it 
ranks fourth in the state of Texas in 
industrial importance. 


The Golden Triangle has two tele- 
vision stations. KFDM-TV, channel 6, is 
in Beaumont. KPAC-Tv, channel 4, is in 
Port Arthur. 


KFDM-TV is located at 1420 Calder 
Ave., Beaumont, and is owned by Beau- 
mont Broadcasting Co. D. A. Cannan 
is president (20.64 per cent), C. B. 
Locke executive vice president and 
general manager (24.35 per cent). The 
station began telecasting April 24, 
1955, and operates at 100 kw power 
to an area estimated to include more 
than 150,000 b&w receivers. Mott M. 
Johnson is operations manager and 
sales manager for the station, which 
is represented nationally by Peters, 
Griffin, Woodward and is a primary 
CBS-TV affiliate carying some ABC-TV 
programs. 

“T have great confidence in the con- 
tinued growth and prosperity of this 
rich East Texas Gulf area,” says Mr. 
Locke. “Beaumont-Port Arthur-Orange 
is one of the nation’s great markets, 
the fourth largest in Texas. Jefferson 
County leads the nation in the produc- 
tion of petroleum and coal products. 
Major industries include oil, petro- 
chemicals, steel fabricating, shipbuild- 
ing, lumber, paper mills, rice and 
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ABC IN AMARILLO 





YOU CAN'T BUY 
LAST YEAR'S TV 
AUDIENCE TODAY 


Since December 22nd, 1957, nothing 
has been the same! With KVII-TV, 
Channel 7, now on the air with 
the force and power of ABC pro- 
gramming, the Amarillo Market has 
been jarred into a new realization 
“You can't buy Yesterday's oudi- 
ence Teday!"" In figuring a cover- 
age of the vast ‘Golden Spread"’, 
new, dynamic K-7 is a Must in 
any budget. 


C.) ABC SHOWS 
MAKE K-7 A 


“NATURAL” abe) 
FOR THE [3 


AMARILLO 
MARKET 


Venard Rintoul 









And McConnell, Inc. 


_ Clarke Brown Co. 
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KFDM-TV 


BEAUMONT « PORT ARTHUR * ORANGE 





December ARB - Latest Proof 
of Performance! 





KFDM-TV HAS 
THE TOP 20 SHOWS 
IN THE MARKET?’ 


KFDM-TV HAS GREATEST SHARE OF AUDIENCE* 


Sunday through Saturday 
e Noon to 6 P.M. 
e 6 P.M. to 10 P.M. 
e 6 P.M. to Midnight 
e Sign On to Sign Off 


CBS’ABC e CHANNEL 6 


KFDM-TV 


BEAUMONT e PORT ARTHUR e@ ORANGE 


Cc. B. LOCKE MOTT JOHNSON 
Executive Vice President Sales and Operations 
and General Manager Manager 








cattle. Adequate commercial water and 
an immediate labor supply, plus 
natural resources, will continue the 
advance of the Sabine area as a desir- 
able industrial site. Deep-water ports 
in Beaumont, Port Arthur and Orange 
attract worldwide trade in the shipping 
and receiving of oil, scrap metal, rub- 
ber, coffee and rice. 

“Television has proven itself as a 
dynamic influence in the 152,000 tv 
homes in our area, KFDM-TV was re- 
ceived with appreciation and enthus- 
iasm by this community; viewers had 
waited four years for their own tele- 
vision station. We immediately directed 
our efforts toward becoming an in- 
tegral part of the community, and we 
intend to maintain our position in its 
future growth.” 

KPAC-TV, located at 17th and Wood- 
ward in Port Arthur, is owned by 
Texas Gold Television, with Port 
Arthur College and the Jefferson 
Amusement Co. owning equal shares. 
Julias M. Gordon is president and 
general manager, and Mack Newberry 
is commercial manager. The station 
began operating Oct. 22, 1957, and 
operates on a power of 100 kw, cover- 
ing an area estimated to include about 
150,000 b&w receivers. KPAC-TV is an 
NBC-TV primary with some ABC-TV 
programs. It is represented nationally 
by Paul H. Raymer Co. 

A KPAC-TV executive says of the 
area: “The Golden Triangle area has 
become one of America’s most prom- 
inent refinery and shipping head- 
quarters, with five of the world’s lar- 
gest refineries and a triumvirate of 
ports second only to New York City. 
Fast-growing correlary industries of 
chemicals and synthetic rubber have 
added new wealth. And, amid this tre- 
mendous industrial growth stands a 
healthy agricultural development, 
with 30 per cent of America’s rice be- 
ing produced right here. It’s a surging 
market.” 

Big Spring, in Howard County, has 
a population of 25,700 persons. The 
county population is 32,800, and ef- 
fective buying income is estimated at 
$57 million. Big Spring is located in 
the rich Permian Basin, with more 
than 65 thousand producing wells. 

Television station in Big Spring is 
KEDY-TV, channel 4. It is owned by the 
Texas Telecasting Co., which also owns 
KPAR-TV Abilene-Sweetwater and KDUB- 
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tv Lubbock. It was formerly known as 
KBST-TV, began telecasting Jan. 15, 
1956, and operates on 12.9 kw power. 
It is a CBS-TV primary affiliate. It is 


a member station of the West Texas 


-—Effective Buying Income—. 
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Television Network and is sold either 
separately or in combination with 
KpuB-Tv Lubbock and KPaR-Tv Abil- 
ene-Sweethwater. Operations desk for 
the three stations is 7400 College Ave., 


Texas Market 


Total 
Retail Auto- 
Per Sales Food motive ro 
Family ($000) ($000) ($000) ( ) 
3,925 23,894 6,363 5,058 805 
6,415 9,963 2,623 2,815 275 
4,017 33 ,038 8,986 7,131 1,134 
4,107 5,968 2,134 379 227 
4,751 6,786 1,483 2,432 146 
7,012 1,508 306 _ 55 
4,191 13,815 2,518 3,863 358 
4, 14,288 3,682 2,404 388 
6,058 12,755 744 2,528 340 
3,762 2, 863 131 128 
3,318 11,592 3,564 2,790 405 
4,185 9,182 2,077 1,919 214 
4,600 18,021 4,439 3,273 687 
5,941 82,6 17,920 19,379 3,374 

,238 612,352 135,489 113 , 006 18,162 
3,272 4,731 1,251 7 13 
7,630 280 80 _- _ 

, 567 10,742 2,193 2,143 647 
3,757 52,006 11,931 10,342 2,284 
5,466 70,305 , 887 14,877 2,325 
5,108 42,098 12,372 ,805 1,359 
5,705 5,890 1,343 1,560 288 
8,294 2, 834 382 176 
4,448 6,573 1,676 1,148 274 
4,171 Si. 7,428 5,404 1,510 
3,279 7,735 2,180 556 277 
3,861 if 1,348 2,136 254 
3,926 19,837 3,7 ,400 535 
5,141 11,608 3,112 ,748 431 
3,864 , 897 2,076 1,410 234 
4,470 114,956 29,079 19 ,464 2,896 
2,970 7,172 1,684 2,564 128 
6,784 6,263 1,055 2,019 371 
3,147 17,788 4,985 4,334 3 
9,271 8,084 2,021 1,048 147 
5,120 6,342 1,796 1,482 270 
3,662 28,013 7,457 7,161 1,123 
4,926 9,529 2,053 2,495 353 
4,244 8,256 1,793 2,618 232 
7,270 7,325 1,965 483 233 
5,510 ,821 981 1,595 364 
3,807 12,213 3,054 2,785 537 
3,644 34,919 9,810 7,078 1,112 
5,113 8,467 2,261 1,485 236 

° 21,699 3,647 4,727 387 
4,495 21,737 4,09 6,494 468 
3,817 10,553 1,911 2,894 471 
4,448 .263 469 993 54 
4,225 29 ,632 5,751 6,538 875 
3,627 14,873 3,533 4,029 507 
6,914 4,465 1,211 185 
6,961 6,218 1,224 2,182 241 
6,613 4,208 799 1,339 159 

, 706 12,379 2,509 4,472 191 
4,040 3,992 549 787 119 
6,068 9,07 1,927 2,6 2 
6,486 1,243,122 235,569 284,160 39,505 
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5,204 44,842 9,928 11,150 1,668 
3,844 24,644 4,889 5,465 750 
6,396 5,863 1,201 1,808 110 
3,549 4,822 866 2,126 164 
5,245 5,319 1,254 1,286 185 
4,325 7,081 2,260 1,168 418 
4,059 23,204 5,442 6,553 827 
6,712 104,954 23 ,003 22,214 2,789 
4,393 1,566 501 —_ 173 
4,148 36 ,896 10,374 8,013 1,224 
6,443 284,996 62,815 52,508 9,001 
3,617 18,791 ,552 3,119 541 
3,381 19,301 4,561 3,246 617 
3,090 18,287 ,686 3,503 653 
3,432 19,290 4,657 2,959 434 
4,828 6,225 1,828 1,648 308 
5,528 14,460 3,659 3,140 462 
5,200 2,422 522 769 121 
4,526 38,891 8,559 11,250 497 
2,925 4 451 4 65 
3,269 10,280 2,956 2,140 385 
3,961 6,128 1,277 1,595 221 
5,881 17,035 3,533 4,985 447 
5,718 138, 33,940 17,238 5,740 
6,203 6,349 1,428 1,591 185 
3,788 13,755 1,630 2,273 290 
8,125 159 41 — 19 
4,225 3,701 1,316 387 106 
3,548 25,156 5,7 3,064 421 
6,007 36,918 8,184 9,955 1,584 
4,231 77 , 086 17,831 21,418 2,060 
5,27 98 ,372 17,910 26 ,329 2,713 
3,053 11,817 3,216 2,539 392 
3,865 25,017 5,517 4,403 595 
6,326 50,458 9,622 11,444 1,461 
5,301 6,549 2,024 1,307 328 
3,478 7,979 1,268 1,557 246 
8,384 5,897 1,107 1,401 236 

e 8,197 2,127 1,665 241 
3,928 17,335 3,784 3,785 750 
6,305 1,409,543 327,077 270,113 45 828 
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Lubbock. 

W. D. “Dub” Rogers is president, 
W. H. Shipley vice president, and E. A. 
“Buzz” Hassett national sales manager. 
William J. Wallace is manager. The 


Data By Counties 


station estimates its coverage area to 
include around 65,000 b&w sets. Na- 
tional representative is The Branham 
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The figures in the above table are reprinted with permission of Sales Management Magazine 
right owners, from the May 1957 Survey of Buyiag Power; , . } 
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population estimated at 29,000, with 
the county estimated at 46,400. Buy- 
ing income for the county is $64 
million. 

Bryan is near College Station, home 
of the Texas Aggies. The area is grow- 
ing rapidly. A new $3-million shop- 
ping center is now under construction 
and will be opened next fall. 

Television station for the area is 
KBTX-TV, channel 3, which is a partial 
satellite of Kwrx-tv Waco. The two 
‘TX’ stations are sold separately and 
in combination, to serve an area esti- 
mated to include 750,000 persons. 

KBTX-TV went on the air May 22, 
1957. It is owned and operated by 
Brazos Broadcasting Co. and maintains 
its own local news department, women’s 
program director and sports depart- 
ment. M. N. “Buddy” Bostick is gen- 
eral manager of the two “TX” stations; 
Lee Gillam is station manager. 

“I know of no greater market than 
that of ‘TX’ television, considering 
soundness of economic structure and 
possibilities of growth,” says Mr. Bost- 
ick. “KBTX television came into exis- 
tence because the Bryan and College 
Station area was being served only by 
fringe coverage,” says Mr. Gillam. 
“The most recent ARB survey gave 
KBTX-TV over 56 per cent share of the 
audience, more than all other stations 
combined. At the ripe young age of one 
year KBTX-TV is truly a part of the great 
and growing southwest.” 

Corpus Christi is a combination of 
booming industry and highly de- 
veloped tourist resort. The population 
has doubled in the city in each of the 
last three decades, its rate of growth 
outstripping most of its fast-growing 
neighbors. Long handicapped by an 
inadequate supply of fresh water, the 
city is now completing the Wesley 
Seale Dam, which will back up a 27- 
mile-long fresh-water lake and will 
multiply by five the available fresh 
water for Corpus Christi. The city 
is also building a new high-level bridge 
at the entrance to the harbor so that 
traffic can flow across without interrup- 
tion. The Corpus Christi metropolitan 
area includes 249,700 population and 
an effective buying income of $380 
million. 

Television stations in Corpus Christi 
include KRIs-TV, channel 6, and KZTV, 
channel 10. 
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KRIS-TV, Box 840, is owned by the 
Gulf Coast Broadcasting Co., with T. 
Frank Smith, president and general 
manager, the sole owner. KRIS-TV went 
on the air May 27, 1916, and oper- 
ates on. 100 kw power to cover an 
area estimated to include about 100,- 
000 b&w sets. 


The station is an NBC-TV affiliate 
with some ABC-TV programs. It is 
equipped for live as well as film and 
network color. Peters, Griffin, Wood- 
ward is its national representative. 


“The best evidence of the future of 
our area,” says Mr. Smith, “is its past 
history as indicated by census figures 
and estimates. In 1930 Corpus Christi 
had less than 30,000 people. Today we 
are over 180,000, with income from 
many sources, such as deep-water 
shipping, manufacturing and whole- 
saling, in addition to the usual agricul- 
ture and oil.” 

KZTV is located in the Show Room 
building and is owned by K-six Tele- 
vision. KSIX owns 50 per cent of the 
stock. Vann M. Kennedy is president 
and general manager, Raymond Dorsey 
commercial manager, and H-R Rep- 
resentatives, Inc., is the national rep- 
resentative. The station is a CBS-TV 
affiliate. 

KzTv began telecasting (as KSIX-TV) 
Sept. 30, 1956, and operates on 316 kw 
power to an area estimated to include 
100,000 b&w receivers. 


Dallas is the financial, marketing 
and transportation center for a large 
area. Its growth has continued at a 
rapid pace, with population of the me- 
tropolitan area estimated at 827,500, 
an increase of 108 per cent over its 
1940 total. Migration into the city is 
estimated at 16,500 persons each year. 

The combined metropolitan popula- 
tion of Dallas County with that of its 
neighboring county of Tarrant (Fort 
Worth) comes to a total of 1,358,900. 
The Dallas effective buying income is 
$1,839 million. The area has 1,829 
manufacturing establishments. It is a 
center of aircraft, food processing, 
apparel, electrical and_ electronics 
equipment and fabricated metal pro- 
ducts manufacturing, as well as of oil- 
field and refining equipment. It is the 
headquarters of the 11th Federal Re- 
serve District and an insurance center 
with headquarters for 215 companies. 

Dallas has two television stations, 
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KRLD-TV, channel 4, and WFAA-TV, 
channel 8, while neighboring Fort 
Worth has*two, KFJz-Tv, channel 11, 
and WBAP-Tv, channel 5 (see Fort 
Worth, below). 

KRLD-TV, located at Herald Square, is 
owned by the Times-Herald Printing 
Co., publishers of the Dallas Times- 
Herald. Clyde W. Rembert is president, 
Roy M. Flynn general manager, and 
Gene Cuny commercial manager. The 
station went on the air in Dec. 1949. It 
telecasts with 100 kw power over an 
area estimated to contain more than 
600,000 b&w sets. The station’s 1,521- 
foot tower was completed in December, 
1955. KRLD-Tv will soon place in opera- 
tion an Ampex video tape recorder, 
which an executive terms “another step 
in channel 4’s constant efforts to main- 
tain the most modern telecasting serv- 
ice for the families in its area.” 

Regarding the present and future 
of television influence in this area, Mr. 
Rembert says: “Television has been a 
dominant factor in the growth and de- 
velopment of this rich Texas area for 


almost a decade. It will continue to 
grow and shape better living conditions 
for every family within its widening 
circle of influence. KRLD-TV intends to 
continue its leadership in entertain- 
ment and information service for its 
growing audience of viewers.” 

KRLD-Tv is a CBS-TV affiliate and is 
represented nationally by The Bran- 
ham Co. 

WFAA-TV, locaied at 3000 Harry 
Hines Blvd., is owned by A. H. Belo 
Corp., with stockholders the same as 
those of the Dallas Morning News. 
The station went on the air Sept. 17, 
1949. It uses 316 kw power and covers 
an area with more than 600,000 b&w 
receivers. E. M. “Ted” Dealey is presi- 
dent, Alex Keese is director of radio 
and television, Richard Drummy is na- 
tional sales manager. The station is 
represented nationally by Edward 
Petry & Co. 

Speaking of the market and its fu- 
ture Mr. Keese says: “We read and 
hear much about a so-called ‘recession’ 
in most parts of the United States. As 
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-Effective Buying Income— Total 
Net Retail Auto- 
Pop- Dollars Per Per Sales Food motive —— 
Counties ulation ($000) Capita Family ($000 ($000— ($000) ¢ ) 
eee 15.3 22,703 1,484 5,160 19,340 4,075 5,395 559 
DE. < thi aes Séen 43.0 51,132 1,189 4,226 32,161 6,972 8,175 829 
Dt, caineteandcee 7.3 6,476 887 3,598 474 °1 397 1,375 263 
San Augustine aitate. 7.0 5,122 732 2,846 6,57 2,076 1,381 108 
San Jacinto.......... 6.3 4,938 784 3,086 1,343 381 138 104 
San Patricio. ........ 40.7 43,503 1,069 4,439 669 8,790 7,950 1,349 
» Py 518 1,106 3,703 7,288 1,792 1,039 238 
2.6 3,891 1,497 5,559 , 000 7 1,129 248 
$2.1 56 , 887 1,772 6,052 28,048 7,825 6,934 1,024 
4.1 6,127 1,494 5,570 4,950 1,237 1,618 1 
19.6 17,322 884 3,093 22,007 4,134 4,27 485 
2.4 7,7 3,243 11,119 3,107 478 576 339 
83.2 112,625 1,354 4,673 91,233 20,133 18,699 5,067 
2.4 2,886 1,203 3,608 1,67: 573 357 87 
15.0 10,562 704 3,407 7,122 1,750 983 245 
10.8 16 ,926 1,567 4,978 13,053 3,625 3,385 498 
1.3 1,790 1,377 4,475 1,801 27 580 91 
3.5 6,047 1,728 6,719 2,834 852 72 77 
3.8 5,7 1,515 5,7 5,400 1,144 B44 135 
8.8 18,588 2,112 7,745 12,955 2,284 2,911 51 
535.0 941,061 1,759 5,777 643,138 139,345 138,869 25,277 
81.6 137,442 1,684 5,775 97,017 19,699 22,384 3,219 
2.9 4,229 1,458 4,699 2,800 429 641 93 
7.3 26,125 1,510 5,679 21,587 4,371 6,101 431 
3.4 5,035 1,481 5,594 2,183 42 415 127 
16.2 16 ,829 1,039 3,658 17,073 4,307 3,775 549 
74.6 124,588 1,670 5,768 89, 19,010 19 ,867 2,658 
193.8 300,915 1,553 5,854 207,720 41,534 37,941 6,878 
8.2 7,269 886 3,029 7,4 1,585 ,526 181 
11.1 11,204 1,009 3,863 9, 1,819 , 893 239 
17.8 16,638 935 3,396 13,528 3,833 3,201 293 
5.3 ,331 1,761 5,832 6,967 1,805 1,097 225 
18.2 21,315 1,171 4,441 16,590 ,043 3, 769 
18.3 ° 1,066 4,433 20,290 4,773 5,495 572 
7.8 18,411 1,034 3,409 16,505 -820 5,529 477 
37.7 ,631 1,502 5,498 59,37 14,639 10,913 1,282 
18.8 18,226 969 4,340 12,220 3,023 2,968 
11.9 16,517 1,388 5,506 12,192 2,219 2,955 32: 
16.8 25,872 1,540 5,749 16,057 3,781 968 350 
17.5 16,035 916 3,144 16,565 3,610 2,536 698 
66.5 58,586 881 3,932 50,371 11,815 ,158 1,582 
36.0 47,07 1,308 4,755 41,883 9,137 10,010 1,17 
9.0 11,930 1,326 4,971 9,891 2,206 2,254 381 
127.6 223,545 1,752 6,575 142,926 26 ,702 , 082 5,045 
20.4 30,315 1,486 5,138 23,974 6,387 5,302 881 
26.2 26 ,658 1,017 4,300 14,433 3,498 1,859 396 
35.5 38,7 1,092 3,802 34,470 7,752 8,036 1,012 
13.2 10,836 821 3,386 8,994 1,814 1,692 27 
14.1 26,997 1,915 6,585 15,214 3,822 4,681 489 
14.3 15,685 , 097 3,648 14,076 3,758 3,886 7 
7.4 19,172 1,102 3,759 19,829 4,122 6,112 77 
4.1 6,302 ,537 5,729 6,352 1,622 754 246 
14.7 23,133 1,574 5,029 21,986 4,720 6,139 634 
4.9 3,537 3,537 942 501 _ — 
—_ 10,202 — it = 3,779 r a, 1,894 1,253 A 
» The in the above are reprinted with permission o! s ge t i copyright 
owners, from the May 1957 Survey of Buying Power; further reprod not | d 




























WFAA-TV now delivers 
71 Texas and Oklahoma 
counties! 





(substantiated by N.C.S. #2) 


And how popular, too!" 


WFAA-TV is definitely the “new leader” 
in the greater Dallas-Ft. Worth market! 


(substantiated by A.R.B. and A.C. Nielsen)* 





No. 1 in quarter-hour leads when all four stations are on the air.’ 
No. 1 by a big margin from 3 p.m. ’til 10 p.m.i 
No. 1 with more viewers from noon until sign-off? 


tMonday through Friday 
*ARB 4 week, 10/30-11/26/57 NIELSEN 8 week, 10/27-12/21/57 
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you well know, most economists state 
there are certain ‘hot’ and ‘cold’ eco- 
nomic areas or markets. The Dallas- 
Ft. Worth area is very fortunate be- 
cause it is one of those hot spots as 
the following statistics prove: January 
employment highest in history; largest 
backload of military orders for air- 
craft, missiles, electronic equipment in 
history; commercial building in Jan- 
uary highest in history; first year in 
a decade with plentiful water supply 
which assures prosperous farming and 
ranching business as well as adequate 
supply for commercial usage. 

“Nothing seems to stand in the way 
of a prosperous and active year for 
the Dallas-Ft. Worth area. Television 
will continue to play an important part 
in this growth. The four Dallas-Ft. 
Worth stations are now helping and 
will, during the year, continue to help 
manufacturers, distributors and re- 
tailers push their sales curves upward. 

“There’s nothing in the picture 
which we can see to retard the ex- 
pansion of population and business in 
the north Texas area.” 

El Paso, farthest west of the Texas 










IMIPACT! 


BIGGEST SHARE OF AUDIENCE 
IN AMERICA IN MARKETS 
OF 3 OR MORE STATIONS 


FIRST in the nation in share of audience 
FIRST in 407 of 469 rated quarter-hours 
FIRST with 15 of the top 15 shows 
FIRST with 5 of the top 5 syndicated shows 


*ARB, December 1957 


NA Y BY THE BRANHAM COMPANY 
Derrance D. Rederict. Pres. Vai Lowrence. V Pres and Gen Mgr.: Dick Watts Gen Seles Mgr 
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metropolitan markets, claims a cor- 
porate-limit population of 255,000 and 
is the shopping center for a 25-county 
area in west Texas and southern New 
Mexico. Effective buying income for 
that area is more than $1 billion. The 
metropolitan area has a population of 
292,800, and the effective buying in- 
come is $457 million. 

El Paso has three television stations, 
KELP-TV, channel 13, KROD-TV, channel 
4, and KTSM-Tv, channel 9. 

KELP-TV is located at 4530 Delta St. 
Formerly Kitt, the station began 
operating Sept. 1, 1956. It is owned 
by KELP Television Corp., with Joseph 
Harris chairman (40 per cent), Nor- 
man Alexander vice president (40 per 
cent) and Richard E. Jones (20 per 
cent). The same group owns KXLY-TV 
Spokane. Herb Golembeck is general 
manager, and Irv Prell commercial 
manager. 

The station telecasts with 5 kw 
power, covering an area estimated to 
include around 100,000 b&w sets. It is 
an ABC-TV primary affiliate and is 
represented nationally by Forjoe-Tv. 

KROD-TV is located at 2201 Wyoming 
St. and is owned by Roderick Broad- 
casting Co., which has the same owner- 
ship as the El Paso Times. The station 
went on the air Dec. 14, 1952. It op- 
erates on 62.2 kw power and is a CBS- 
TV affiliate. More than 100,000 b&w 
sets are within its coverage area. 
Dorrance D. Roderick is president, Val 
Lawrence vice president and general 
manager, and Dick Watts sales man- 
ager. The station is represented nation- 
ally by The Branham Co. 

Mr. Lawrence points out that a re- 
cent ARB gave the station the largest 
share of audience of any city in the 
nation with three or more stations. 

“El Paso’s unique economic make-up 
makes it much less vulnerable to a 
recession than many other cities,” says 
Mr. Lawrence. “Its industry is bal- 
anced, and its geographical position 
will always make it an important trad- 
ing and headquarters city. The future 
of television in the city is assured; our 
set ownership and tune-in are con- 
sistently above the national average.” 

KTSM-Tv, 801 Oregon St. first went 
on the air on Jan. 4, 1953. It is owned 
by the Tri-State Broadcasting Co., of 
which Karl O. Wyler, president, owns 
75 per cent. The station telecasts on 


58 kw power to an area estimated to 
include more than 100,000 b&w re- 
ceivers. Karl O. Wyler Jr. is adminis- 
trative assistant and secretary-treasurer 
of the company. Roy T. Chapman is 
vice president and commercial man- 
ager. KTSM-Tv is an NBC-TV affiliate 
and is represented by George P. Holl- 
ingbery Co. 

“This area has been listed by most 
economic and research sources as one 
of the ‘growingest’ ones in the coun- 
try,” says Karl Wyler Jr. “Each year 
has shown a marked population, retail 
-sales and per-capita and per-family 
spendable-income increase over the 
previous period. Business, industry and 
population are moving to the resource- 
ful southwest-western areas in a steady 
pattern. This means more advertising 
expenditures. Merchants will consider 
television and radio as their basic sales 
tools, for they are realizing their power 
to move merchandise from the stores 
and to create the desire to buy. They 
are seeing fellow merchants experience 
handsome sales increases as well as 
expansion of good will in their use 
of television advertising. The faith in 
advertising will be strengthened, and 
the faith in television as a medium will 
be resounding.” 

Fort Worth, while not quite as 
large as its bustling commercial neigh- 
bor, Dallas, has shown an astonishing 
growth since its founding as an army 
camp in 1849. Known as a cowtown, 
Fort Worth is a friendly city with a 
population estimated at 565,648. Ef- 
fective buying income in its metro- 
politan area is $941 million. 

The city is the home of Texas 
Christian, Texas Wesleyan, South- 
western Baptist Theological Seminary 
and Arlington State College. It has 448 
churches, excellent recreational facili- 
ties and fine homes. Among the in- 
dustries with important plants are Gen- 
eral Motors, Convair and Bell Aircraft. 
It is a livestock and meat-packing 
center, as well as a center for grain 
storage and milling. It is an oil-re- 
fining and chemical headquarters and 
a central distribution point for oil— 
field supplies and machinery. 

Fort Worth has two television sta- 
tions KF JZ-TV, channel 11, and WBAP-TV 
channel 5, while neighboring Dallas 
has two, KRLD-TV, channel 4, and WFAA- 
Tv, channel 8 (see Dallas, above). 

KFJz-Tv, 4801 West Freeway, is 











TO HATGH A THIEF 





If you are interested in knowing how to hatch 
a thief . . . take a look at the last six ARB ratings for (SS 
the Dallas/Fort Worth market. More often than Q | 
not each new rating has hatched a new thief of position 

number one. The winner can be anyone, because the 

market is an almost equal split between ALL FOUR STATIONS 

ALL THE TIME. The market is as tight as the 

proverbial drum .. . and if anybody tells you he’s got 

figures to ‘‘substantiate’’ his leadership in this field, 

DONT BELIEVE IT... his figures are only 

temporary. Better still, drop around and look at our 

figures .. . right now, we’re number one (combined 


Dallas/Fort Worth ARB, January, 1958). 


KFJUZ-TV |=. 


DALLAS/ FORT WORTH JOE EVANS, National Sales Manager 
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owned by the Texas State Network, 
with Gene L. Cagle, president (19.59 
per cent), Sid W. Richardson (62.07 
per cent), and Perry Bass (15.76 per 
cent). Stan Wilson is vice president 
and general manager, and John Hop- 
kins assistant general manager. Joe 
Evans is national sales manager. 

The station went on the air Sept. 11, 
1955, and operates with 210 kw visual 
power to an area estimated to include 
more than 600,000 b&w receivers. It 
is represented nationally by H-R Rep- 
resentatives. 

Mr. Wilson shares the enthusiasm 
of other station executives for the 
future of the area. “The Dallas-Fort 
Worth market,” he says, has become 
the greatest population center in the 
southwest, with population increasing 
a third in the past five years. Two and 
one quater million people live in the 
one-hundred-mile radius. The next ten 
years will bring another 40 per cent 
increase. Ours is a prime market, 
especially for the national advertisers. 
Per capita income has increased 84 
per cent in the past 10 years, and will 
go up another 99 per cent in the next 
10. Of the manufactured goods pur- 
chased with this income only 40 per 
cent is produced here. 

“Dallas-Fort Worth is a ‘tv town’. 
Time spent viewing and sets in use are 
high. This, plus our rapidly increasing 
importance among the nation’s top 
markets, assures a bright tv future for 
a dynamic, imaginative operation in 
the market.” 

WBAP-TV, 3900 Barnett, is owned by 
Carter Publications, Inc., with the 
same ownership as the Fort Worth Star 
Telegram. Harold Hough is director, 
George Cranston general manager, and 
Roy Bacus commercial manager. The 
station, an NBC-TV basic, was the 
first in Texas, going on the air Sept. 
29, 1948. It telecasts on 100 kw power. 
When wsap-tv went on the air with 
17.6 kw power, it was estimated to 
cover 16 Texas counties with an aggre- 
gate population of 1,115,512 and total 
retail sales of $1,337 million. Todav, 
with its increased power, station ex- 
ecutives estimate coverage reaches 53 
Texas and Oklahoma counties with a 
combined population of 2,771,200 and 
retail sales of $3,392 million. Set cover- 
age is estimated above 600,000 b&w 
sets. 

“It is our considered opinion that 
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this section faces a bright future, and 
that television, with its unprecedented 
immediacy value, its appeal to all age 
groups, its vast possibilities for enter- 
tainment, information and mutual 
profit, occupies a position as firm and 
secure as any human endeavor can 
optimistically foresee.” says George 
Cranston. 

WBAP-TV was the first station to tele- 
cast color programs in Texas and the 
first to originate live color shows. It 
holds a number of other important 
firsts, including first in Texas to pro- 
duce a daily newsreel, a live weather 
show, to pick up a major rodeo per- 
formance for a coast-to-coast network, 
to telecast a full-length opera. 

Galveston, because of the territorial 
restrictions of its relatively small is- 
land, has not shown as spectacular a 
population growth as some of its Texas 
neighbors, but its economy is sound. 
The development of Pelican Island, 
across from the ship channel, for in- 
dustrial purposes has been a real spur 
to progress. A new $6-million bridge 
has been completed, joining the island 
with the city. A number of new resi- 
dential subdivisions have been opened 
along the 30-mile-long island and are 
being sold as fast as they become 
available. Population of the Galveston 
metropolitan area is estimated at 123,- 
000 and effective buying income at 
$209 million. 

Galveston’s television station is 
KGUL-TV, channel 11. The station is 
the CBS-TV outlet for Houston. (The 
FCC has just announced a change in 
assignment making KGUL-Tv a Houston 
station. For full listing see Houston, 
below. ) 

Harlingen is a part of the Browns- 
ville-Harlingen-McAllen metropolitan 
area, which includes 372,200 popula- 
tion and an effective buying income of 
$372 million. 

Television station in the area is 
KGBT-TV, channel 4, located at 1519 W. 
Harrison, and on the air since Oct. 4, 
1953. The station is owned by Har- 
benito Broadcasting Co. It is a CBS- 
TV affiliate and also telecasts some 
ABC-TV programs. The station tele- 
casts on 100 kw power, is operating 
from a new 1,000-foot tower and esti- 
mates coverage to include 78,000 b&w 
receivers. 

McHenry Tichenor is president, 
Troy McDaniel is general manager, and 


Harry Mooradian commercial man- 
ager. The station is represented by H-R 
Representatives. 

“The future of the Rio Grande 
Valley, which is the market of KcBT- 
Tv, is bright,” says Troy McDaniel. 
“This area has a wonderful climate and 
will certainly develop as a resort and 
winter recreational area, as well as a 
summer tourist area, due to its climate 
and access to beaches in Mexico. Tele- 
vision has played a definite part in the 
lives of a major portion of the people 
in the area. No single medium or en- 
tertainment industry has ever received 
the attention from the people that tele- 
vision has, and this area, like every 
other minor market, has found that 
television is more than a topic of con- 
versation, it becomes a way of life. 
Certainly television will not reduce its 
place in the family life of this area, 
but will importance 
through additional services.” 

Houston, eighth largest city in the 
nation, with an estimated population of 
1,195,000 inside its metropolitan area, 
makes up just over 12 per cent of the 
total Texas population, and over 15 
per cent of the effective buying income 
of the state, amounting to $2,138 mil- 
lion. 


increase its 


Houston is in the heart of the oil- 
production, refining and organic-chem- 
ical area of Texas. The 19 counties in 
the Houston territory have about six 
per cent of the land in Texas, but 
produce 13.5 per cent of the state’s 
crude oil and 5.7 per cent of that for 
the United States. There are 218 oil 
and condensate fields and 10,167 wells 
in the area. There are 22 natural 
gasoline and cycling plants and 12 re- 
fineries with a crude-oil precessing 
capacity of 997,000 barrels a day. In- 
vestment in synthetic-rubber facilities 
in the area is $134 million, and total 
investments in the petrochemical in- 
dustry are more than $1 billion. A 
great network of pipelines terminates 
here, reaching out to all parts of the 
country. Tanker movements have con- 
tributed greatly to making Houston 
one of the principal U.S. ports, esti- 
mated fourth in the country. 

Houston has two television stations, 
KPRC-TV, channel 2, and KTRK-TV, 
channel 13 and is served by KGUL-TV 
Galveston-Houston. 

KGUL-TV has studios in Video Lane, 
Galveston, and also at 1900 Prudential 
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I used to shoot in the high 90’s 
Then I bought KPRC-TV, Houston. I still shoot in the 
high 90’s, but boy, is my sales graph nice and cool! 


JACK HARRIS JACK McGREW EDWARD PETRY & CO. 


Vice President and General Manager Station Manager National Representatives 








building, Houston. It is owned by 
Gulf Television Corp., with Paul E. 
Taft, president (10 per cent), and J. H. 
Whitney & Co. (90 per cent). 

The station went on the air March 
22, 1953, and telecasts on 316 kw 
power to an arca estimated to include 
more than 500,000 b&w receivers. It 
is represented nationally by CBS- 
Television Spot Sales. Paul E. Taft is 
president and general manager, and 
Robert S. Wilson is general sales man- 
ager. 

KPRC-TV is located at 2318 Polk Ave. 
and is owned by the Houston Post Co. 
It began operating Jan. 1, 1949, as 
KLEE-Tv. When it was purchased in 
June 1950 by the Post the call letters 
were changed. New quarters were dedi- 
cated March 29, 1953, and the power 
was increased to its present 100 kw. 
The station serves an area estimated to 
include nearly 600,000 b&w receivers. 


The station is an NBC-TV basic and 
is represented nationally by Edward 
Petry Co. William P. Hobby is presi- 
dent, Jack Harris vice president and 
general manager, Jack McGrew sta- 
tion manager, and Jack Healy local 
sales manager. The station is proud of 
its public-service programming, in- 
cluding its telethon in support of Hous- 
ton’s Lighthouse for the Blind. Its news 
operation, with a nine-man staff, is one 
of the largest in the southwest. 

“Our projection of the future of the 
Houston market is simply that it will 
continue following the highly expan- 
sionist curve that it has been enjoying 
since before World War II,” says Mr. 
Harris. “Supported by the greatest 
wealth of natural resources to be 
found in any area of the world, but- 
tressed by an inland port which has 
become the third largest in the world, 
directed by leaders with strong civic 
and sectional pride, Houston, as the 
hub of the fabulous Golden Gulf Coast, 
will continue its rise to one of the 
very top markets of the world.” 

KTRK-TV, 4513 Cullen Blvd., is 
owned by the Houston Consolidated 
Television Co., with KTRK 32 per cent, 
Roy Hofheinz 16 per cent, and the rest 
divided among nearly 30 smaller stock- 


holders. John T. Jones Jr._is president, 


Willard E. Walbridge executive vice 
president and general manager, and 
William F. Bennett commercial man- 
ager. 
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KTRK-TV began operating Nov. 20, 
1954, and telecasts with 316 kw to an 
area estimated to contain nearly 600,- 
000 b&w receivers. It is an ABC-TV 
primary affiliate and is represented na- 
tionally by George P. Hollingbery Co. 


“Here in Houston, all we know about 
the rumored business recession is what 
we read in the Wall Street Journal,” 
says Mr. Walbridge in discussing the 
future of the area. “Luckily the people 
of the Texas Gulf Coast, who are cur- 
rently earning more and spending more 
than ever before in the astoundingly 
prosperous history of this area, don’t 
have the time to:worry about slumps. 
They are too busy working and build- 
ing and planning for the not-too-distant 
day when Houston, with its abound- 
ing resources, will take its place as 
one of the greatest cities in the world. 
And, they have already shown by their 
enthusiasm that television and televi- 
sion advertising will be a growing 
force in that same future.” 

Laredo with 66,500 persons in its 
metropolitan area has an effective buy- 
ing power of nearly $60 million. 

The city has one television station, 
KHAD-TV, channel 8. Located at 820 
Convent Ave., the station is owned by 
Vidicon Industries of America, with 
H. C. Avery Jr. and David H. Cole 
equal stockholders. It telecasts with 
2.14 kw power to an area estimated 
to contain nearly 15,000 b&w sets. It 
is a CBS-TV primary affiliate, with 
some NBC-TV and ABC-TV programs. 
Amalia Samuels is assistant maanger, 
and Jim Shelton sales manager. It is 
represented nationally by John E. 
Pearson Co. 


Mr. Avery, co-owner, in speaking of 
the station and market says: “Our 
record of public service and policy of 
providing the finest in tv entertainment 
has made us a place in our growing 
community. Our programming now in- 
cludes many of the most popular shows 
from the three networks, plus top-rated 
syndicated shows. We shall constantly 
strive to better ourselves, as our faith 
in the future of Laredo and KHAD-TV 
is boundless.” 


Lubbock, on the south plains of 


record, with 162,300 persons living in 
the metropolitan area today, as com- 
pared with 31,853 in 1940. The center 


has _a_ phenomenal growth _ 


Texas Tv Agencies 


Amarillo 


Frank Beasore Adv., 1701 Johnson St. 

McCormick Co., 217 E. 7th Ave. 

Panhandle Adv., 509 Harrison St. 

Patten-Johnson Adv., 400 W. 15th St. 

Monte Rosenwald & Assoc., 413 W. 
7th St. 


Austin 


D G B Adv., Perry-Brooks Bldg. 
Syers, Pickle & Winn, 204 W. 16th St. 
Winn-McLane Assoc., 115 W. 8th St. 


Bellaire 

Brinley Adv., 4602 Cedar St. 

Brownsville 

Richardson Adv., 8th & West Levee 

Beaumont 

Advertising by Sanders, Chamber of 
Commerce Bldg. 

Gober Adv., F & M Bldg. 

Ed Henry Adv., 2448 Calder Ave. 

Trum Advy., 2462 Calder Ave. 

Ben Woodhead Adv., 1000 Bowie St. 


Boerne 


Marius Perron Adv. 


Corpus Christi 


Adcraft Agency, 531 Water St. 

Dewitt Morgan, Jones Bldg. 

Harold Pettus Adv., 220% N. Chap- 
arral St. 

Charles Roster Adv., Wilson Bldg. 

George Seeber, 463 Atlantic Ave. 


Dallas 


A One Adv., 616 Jefferson Tower. 

Advertising Assoc., 5749 Sth Ave. 

Auld Adv., 3918 Harry Hines Blvd. 

BBDO, 1810 Commerce St. 

Don L. Baxter, Melba Theatre Bldg. 

Sam Bloom Adv., Fidelity Union Bldg. 

Brough Adv., Lacy Bldg. 

Couchman Adv., 25144 Highland Park 
Village. 

Crandall Adv., 1710 Jackson St. 

Crook Adv., 407-11 Adolphus Tower. 

D’Arcy Adv. Co., Gibraltar Life Bldg. 

Ira E. Dejernett Adv., Employers In- 
surance Bldg. 

De Loach Adv., 606 Texas Bank Bldg. 

Dicklow Adv., 2711 Hood St. 

Erwin, Wasey, Ruthrauff & Ryan, 
1412 Main St. 

J: Ferguson Neal & Assoc., Ntl. City 
Bldg. 

Gandy-Owens Adv., Texas Bank Bldg. 

Glenn Adv., 620 Republic Bank Bldg. 

(Continued on page 60) 












When you buy 
KTRK-TV 


personality 


TOP SHOWS PLUS TOP SHOWMANSHIP... HOUSTON TOWN’S TOP LOCAL PLUS 
TOP NETWORK PERSONALITIES ... PLUS TOP RATINGS AT LOWEST RATES MAKE KTRK-TV HOUSTON’S BEST 
BUY ... THE STATION WITH PERSONALITY PLUS! 


P nis Aino ecapesges = 


ABC's Hugh O'Brian, famed Marshal Wyatt During the Houston Fat Stock Show & 


Houston Consolidated Television Co. 
Earp, takes over the town in person dur- Rodeo KTRK's Coliseum Booth will feature General Manager, Willard E. Walbridge 
ing Houston Fat Stock Show Days. Wyatt a replica of the daring Dodge City Mar- . : 
Earp — another KTRK-TV PLUS person- shal’s office. The show has an attendance Commercial Manager, Bill Bennett 
ality — is the top rated program in town! of over 400,000 during its 12-day run. 


The Chronicle Station, Channel 13 ¢ P. O. Box 12, Houston 1, Texas * ABC Basic 
National Representatives: Geo. P. Hollingbery Company, 500 Fifth Avenue, New York 36, New York 
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YOUR 
BEST 
BUY 
IN 


LUBBOCK 
KCBD 
TV 


Channel 11 
NBC— ABC 


Lubbock 


Owned by Bryant Radio and TV 


George Tarter, Vice Pres. Sales. 
Ray Poindexter, National Sales 


Call your Raymer Man 


KCBD-TV 


Lubbock, Texas 
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of a rich agricultural area, the metro- 
politan area has an effective buying 
power of around $304 million. The 
city has been judged the cleanest in 
the nation for 11 straight years. 
Lubbock is a center of the cattle- 
raising industry, is in one of the rich- 
est cotton-growing areas in the country 
and has thousands of producing oil 
wells, refineries and other industry. It 
is the home of Texas Technological 
College. 
Lubbock has two stations, KCBD-TV, 
channel 11, and KpuB-Tv, channel 13. 
KCBD-Tv, 5600 Avenue A, is owned 
by Bryant Radio & Television Co., of 
which Caprock Broadcasting owns 65 
per cent and J. D. Lefwitch 20 per cent. 
The station began telecasting May 10, 
1953, and telecasts on 100 kw power to 
an area estimated to include more than 
130,000 b&w sets. Joe H. Bryant is 
president and general manager, and 
George L. Tarter is vice president and 
commercial manager. The station is an 
NBC-TV primary and carries some 
ABC-TV programs. It is represented 
nationally by Paul H. Raymer Co. 
“The first five years of television in 
Lubbock and the South Plains area 
have been a very rewarding experi- 
ence,” says Joe Bryant. “The rapid 
growth of the medium in the west 
Texas area was assured because of the 
high degree of prosperity that enabled 
circulation saturation to be reached 
quickly. Television in this five-year 
period has become an important part 
of people’s living habits and has 
brought to the area its first exposure 
to many great entertainments and 
sports events. The continuing growth 
of the entire South Plains area which 
KCBD-TV serves is assured by the sta- 
bility of our agricultural development, 
as well as by our oil activity. Lubbock 
is rapidly becoming the wholesale cen- 
ter of a very large area. It is the larg- 
est city between Forth Worth and Al- 
buquerque—San Antonio and Denver 
—El Paso and Oklahoma City.” 
KpuUB-TV, 7400 College Avenue, is 
owned by the Texas Telecasting Co. 
with W. D. “Dub” Rogers, president 
(24.88 per cent). It went on the air 
Nov. 13, 1952 and telecasts with 316 
kw power to an area estimated to con- 
tain 130,000 b&w sets. It is a CBS-TV 
primary affiliate and the originating 
station of the West Texas Television 
Network which includes KPAR-TV 
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Grant Adv., 2003 Davis Bldg. 

E. R. Henderson Adv., P. O. Box 8047. 

Hepworth Adv., Co., 3403 McKinney 
Ave. 

Jack T. Holmes & Assoc., Sante Fe 
Bldg. 

The Hughes Co., Box 426. 

James W. Huff Adv., 1131 Ntl. Bldg. 

Humphrey Williamson & Gibson, 
Adolphus Tower. 

The Martin Co. Adv., 2102 Jackson St. 

McCann-Erickson, 1900 N. Akard St. 

McCarty Co. of Tex., 1500 Jackson St. 

McCrary Adv., 2717-A Elm St. 

McKee-Thompson & Assoc., 900 Tower 
Petroleum Bldg. 

R. B. Moreland & Co., Fidelity Union 
Bldg. 

C. Wendel, Muench & Co., 2102 Jack- 
son St. 

Pams Adv., 3006 Indiana St. 

Randall-Perry, 702 Texas Bank Bldg. 

Ratcliffe Adv., 501 Mercantile Bank 
Bldg. 

Rogers & Smith, 505 N. Ervay St. 

Sanders Ady. Service, 711 Interurban 
Bldg. 

Syers, Pickle & Winn, 4512 N. Central 
Expressway. 

Taylor-Norsworthy, 4107 Lemmon 
Ave. 

J. Walter Thompson, 2440 Republic 
Bank Bldg. 

Tracy-Locke Co., 2501 Cedar Springs 
Rd. 

Duvall Williams Adv., Petroleum Serv- 
ices Bldg. 

J. D. Williams Adv., 3908 Lemmon 
Ave. 

Marvin Winsett Adv., Ntl. Bldg. 

Ted Workman Adv., 8800 Harry Hines 
Blvd. 

Jack Wyatt Co., 4637 Greenville Ave. 


El Paso 


deBruyn Adv., Blumenthal Bldg. 

Glenn Adv., Electric Bldg. 

Mithoff Adv., 304A N. Stanton St. 

Moffett & Shepherd Adv., 911 St. 
Joseph St. 

Erle Racey & Assoc., 3012 Maple Ave. 

The Sanders Co., 206 San Francisco 
St. 

White & Shuford, 1811 Wyoming St. 


Ft. Worth 


Broiles, Rowland Adv., Dan Waggoner 
Bldg. 








Howard Carroway, P. O. Box 11386. 

Crandall Adv., 2803 Race St. 

Albert Evans & Assoc., Dan Waggoner 
Bldg. 

Glenn Adv., 304 First Life Bldg. 

Jack T. Holmes & Assoc., 927 Eighth 
Ave. 

Art Hubbard Adv., 1821 Clover Lane. 

Wm. E. Jary Co., 1115 W. 5th St. 

Mac Nussen Adv., Dan Waggoner Bldg. 

McBride Adv., 906 Neil P. Anderson 
Bldg. 

William Parker Adv., 919 Summit 
Ave 

Read, Petty & Poland Adv., 1111 W. 
Lancaster St. 

Simmonds & Simmonds, Neil P. An- 
derson Bldg. 

Thomas L. Yates, 1020 Summit Ave. 


Galveston 
Albert Adv., 112 Ntl. Hotel Bldg. 


Harlingen 

Dave Bennett Assoc., 211 E. Harrison. 
McDonald Adv., 306 E. Jackson. 
Robert John Meade & Co., 306 E. Jack- 


son. 


Houston 


Allstate Adv., 2304 Waugh Dr. 

A MS Ady., 3011 San Jacinto St. 

Aylin Advy., 904 Lovett Blvd. 

Don L. Baxter, 1715 W. Webster St. 

A. S. Black & Co., 5105 San Jacinto St. 

Boone & Cummings Adv., 3003 Lousi- 
ana St. 

Bozell & Jacobs, 2122 Welch St. 

Brennan-McGary-Robinson Inc., 1414 
W. Clay St. 

J. F. Brinley Adv., 4602 Cedar St. 

S. L. Brown & Assoc., 915 Woodrow St. 

Bruce & Mitchell, 3030 Louisiana St. 

Jack Cable & Assoc., 1231 Peden St. 

Clausel Co., 719 Chelsea St. 

D’Arcy Adv. Co., 1228 Texas Ntl. Bank 
Bldg. 

H. Darwin Clark Co., Bank of South- 
west Bidg. 

John L. De Brueys Adv., 3017 Mid 
Lane 

Duddlesten 
Travis St. 

Erwin, Wasey, Ruthrauff & Ryan, 5615 
Fannin St. 

Foote, Cone & Belding, 806 Main St. 

Gelles Advy.. 3720 Parkwood Ave. 

Glenn Ady., 803 Lovett Blvd. 

Goodwin-Dannenbaum  Adv., 


La Branch St. 
(Continued on page 63) 


Wayne & Assoc., 4902 


4814 


Abilene-Sweetwater and KEpy-tv Big 
Spring. The three stations, all owned 
by Texas Telecasting, are sold separate- 
ly or in combination. 

In addition to Mr. Rogers, who ac- 
tively manages the station and the net- 
work, officers are W. H. Shipley, vice 
president; Jimmie Isaacs, vice presi- 
dent and network operations manager 
and E. A. “Buzz” Hassett general sales 
manager. The Branham Co. is national 
representative. 

“The West Texas Television Network 
—kpbuB-Tv Lubbock, Kpar-tv Abilene- 
Sweetwater and KEDy-Tv Big Spring— 
is the biggest most far-reaching com- 
munication medium in west Texas,” 
says a spokesman. “The three K-DUB 
stations of Texas Telecasting reach 
1,321,600 west Texans in a 46,000- 
square-mile area, an area as big as the 
whole state of Maine, or Ohio, or 
Pennsylvania. These 376,000 families 
within reach of the West Texas Tele- 
vision Network enjoy an_ effective 
buying income of $2.3 billion an- 
nually, $1.5 billion of which they spend 
at the retail sales level. Obviously, this 
is an economic market developed by 
television, with Lubbock the center of 
the west Texas trade area.” 

Lufkin, in the heart of the central 
east Texas timber area, has a thriving 
lumber industry, as well as being a 
trading center. Its city population is 
19,100; that of Angelina County is 
39,100. County effective buying income 
is around $46 million. 

The county has 46 manufacturing 
and processing plants with over 5,000 
industrial employes and a $20-million 
payroll. Lumber and wood products, 
furniture, oil-field equipment, foundry 
products, newsprint and other products 
come from Lufkin. 

The television station is KTRE-TV, 
channel 9, located at 11414 North First 
St. The station is owned by Forest 
Capital Broadcasting Co., with R. W. 
Wortham Jr. president (32 per cent), 
E. L. Kurth Sr. vice president (16.8 
per cent), Henry B. Clay (11 per cent), 
and others. Richman Lewin is vice 
president and general manager, and 
Murphy Martin is commercial man- 
ager. The station began telecasting 
Aug. 31, 1955, as the first independ- 
ently owned satellite picking its NBC- 
TV programs up from Kprc-Tv Hous- 
ton, 124 miles away. On 26 kw power 
its signal covers an estimated 69,000 














KDUB-TV 


LUBBOCK, TEXAS 


KPAR-TV 


ABILENE - SWEETWATER 


KEDY-TV 


BIG SPRING, TEXAS 





West Texas Television Network! 
All three stations carry a simultaneous 
and comprehensive line-up of top CBS 
network programs plus local origina- 
tions. As an economical combination 
this one purchase reaches more fam- 
ilies both in terms of coverage and in 
audience than many of the “big city” 
metropolitan markets. 

December set count: 280,211 


“BUZZ” HASSETT 





PRESIDENT & GEN. MGR. W. DO. “DUB” ROGERS 


MATL. SALES MGR. E. A, 
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WHO HAD THE FIRST 


SATELLITE? 





| 


TEXAS DID 
OF COURSE 


Launched August 31, 1955 

Still in orbit with 

sphere of influence continuously 
increasing—the only satellite 


growing into a planet! 


Ask a Venard, Rintoul and 
McConnell "spaceman" for a missile 
about KTRE-TV when you are 
ready to launch a sales drive 


in money rich East Texas! 


KTRE-TV 


Channel 9 - Lufkin, Texas 


RICHMAN LEWIN 
Vice President & General Manager 


*First independently owned vhf station 
in the nation, operating as a satellite 
from KPRC-TV, Houston with basic 
NBC-TV programs. 


* 





b&w receivers. Affiliated with NBC-TV, 
it carries some ABC-TV programs. 


Mr. Lewin, speaking of prospects for 
television in the area, says: “East 
Texas is lumber rich and is known as 
the garden spot of the state. The area 
served by KTRE-TV has more than 200 
different types of industries. It has been 
rapidly building into a manufacturing 
center. The world’s first paper mill 
which originated the development of 
newsprint from pine was built in Luf- 
kin. Many of the industries are ex- 
panding. KTRE-TV has kept pace with 
this expansion. We believe that our 
property will be one of the more valu- 
able in non-metropolitan areas in time 
to come.” 

Midland, in the rich Permian basin, 
is halfway between Fort Worth and 
El Paso. It is sustained not only by the 
rich oil resources of the area but by 
cattle ranching and farming. More than 
450 oil companies maintain head- 
quarters in Midland and many ranch- 
ers have their homes in the city. Mid- 
land has a population of 56,500 in its 
metropolitan area, with an estimated 
buying income of $112 million. 

KMID-Tv, channel 2, is the city’s 
television station. The station is the 
NBC-TV outlet for the Midland-Odessa 
area. It began operating Dec. 18, 1953, 
with offices in both Midland and Odes- 
sa. With 100 kw power it covers an 
area estimated to include about 90,000 
b&w sets. KMID-Tv is owned by the 
Midessa Television Co., which is owned 
by J. Conrad Dunagan, president (10.5 
per cent); W. D. Noel, vice president 
(12.3 per cent); Donald M. Oliver, 
secretary-treasurer (5.2 per cent); R. 
H. Drewry, director (29 per cent) ; 
Ted R. Warkentin, director (18.4 per 
cent); E. G. Rodman (12.3 per cent), 
and others. Ray F. Herndon is general 
manager, and Don Dickerson com- 
mercial manager. The station is an 
NBC-TV affiliate and carries some 
ABC-TV programs. It is represented 
by Venard, Rintoul & McConnell. 

Daily production of oil in the Per- 
mian basin is 1,534,185 barrels, Mr. 
Herndon points out, adding that Mid- 
land is in the very center of this area. 
“Twenty miles west of Midland is 
Odessa,” he adds, “supply center of 
the Permian basin, and 38 miles east 
of Midland is Big Spring, the oil-refin- 
ing center of the basin. In these three 


cities and in smaller communities in- 
side a 100-mile circle around Midland 
there are 378,000 people, 112,550 
homes and 89,274 tv homes. Midland 
and Odessa are only 20 miles apart 
and should be considered as a single 
metropolitan area. In total retail sales 
last year Midland and Odessa had $187 
million; the combined buying income 
was $264 million.” 

Odessa, like Midland, in the central 
part of the Permian basin, calls itself 
America’s newest industrial frontier. 
The metropolitan area has a population 
of 77,300 and an effective buying in- 
come of $152 million. In 1930 the 
population was only 3,958. The’ city 
leads the nation in retail sales per 
household and is fifth in spendable in- 
come per family. Recently General Tire 
& Rubber Co. and the El Paso Natural 
Gas Products Co. spent $32 million in 
new plant facilities. 

Television station in Odessa is KoSA- 
Tv, channel 7, located at 1211 North 
Whitaker. It is the CBS-TV outlet for 
the Odessa-Midland area. The station 
is owned by the Odessa Television Co., 
with Cecil L. Trigg owning 40 per cent, 
Jack C. Vaughn 25 per cent, and Grady 
H. Vaughn 25 per cent. It went on the 
air Jan. 1, 1956, and telecasts with 316 
kw power, covering an area estimated 
to contain around 125,000 b&w re- 
ceivers. The station is a CBS-TV pri- 
mary affiliate and is represented na- 
tionally by the Bolling Co. Mr. Trigg 
is president and general manager, John 
Vacca is station manager, and Ed Cos- 
tello sales manager. 

“Odessa has been listed by the census 
bureau as the fastest-growing city in 
the United States,” says Mr. Trigg. 
“With the great influx of population 
and industry to this area, we feel that 
our television facility has an unlimited 
opportunity to grow and provide ad- 
ditional services to our booming 
region.” 

San Angelo, in southwest Texas, is 
the trading point for a vast farming 
and ranching area, as well as an in- 
dustrial center. The population of San 
Angelo’s metropolitan area is estimated 
at 74,800, while effective buying in- 
come is around $125 million. 

The area’s television station is KCTV, 
channel 8, Box 1941. KcTv went on the 
air as KTXL-Tv on July 6, 1953. The 
owners were A. D. Rust and B. P. 
Bludworth. In April 1957 Mr. Rust 
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Greer, Hawkins & Aguillard, 4714 
Fannin St. 

Gregory-Giezendanner 
Louisiana Ave. 

Gulf States Adv., 2714 Danville St. 

Hayes, Wooters & Troxell, 2357 Huldy 
St. 

Max H. Jacobs, 3323 Yoakum St. 

Kamin Adv., 4610 S. Main St. 

Ben Kaplan, 5011 Fannin St. 

Sol Levy Adv., Texas Ntl. Bank Bldg. 

Lohren Adv., 2414 Hazard St. 

Marsteller, Gerhardt & Reed, 1917 
Westheimer Ave. 

McCann-Erickson, 900 Lovett Blvd. 

Miller & Assoc., 1951 Richmond St. 

Robert Lee Miller, Prudential Bldg. 

Newkirk & Whalen, Shamrock Hilton 
Hotel 

Ritchie Adv., 648 Bank of Commerce 
Bldg. 

Rittenhouse & Co., Inc., 1917 West- 
heimer St. 

Rives Dyke & Co., 2503 Robinhood St. 

Rogers T. Page, First Ntl. Bank Bldg. 

Ted Roggen Adv., 4816 Milam St. 

Tracy-Locke Co., 2332 W. Halcombe 
Blvd. 

Ullrich & Brown Adv., 3401 Buffalo Dr. 

Weekley & Valenti, 2706 Richmond 
St. 

Zimmerman Adv., 603 Avondale Ave. 


Lubbock 


Buckner Adv., 1907 B. Ave. R. 

Byrd Adv., 1602 Ave. Q. 

Craig & Webster, 204 All American 
Life Bldg. 

Otice A. Green Adv., Great Plains Life 
Bldg. 


Lufkin 

Al E. Cudlipp Jr. Adv., First State 
Bank Bldg. 

Arnold Shaw Adv., 422 Shepherd Ave. 

Midland 

Womack & Snelson Adv., West. Bldg. 


Odessa 


Womack & Snelson Adv., 415 W. 5th 
St. 


Co., 3005 


San Angelo 
Rosenberger Assoc., P. O. Box 3006 


San Antonio 
Claude B. Aniol & Assoc., 2700 Transit 


Tower 
Aylin Adv., 505 Ntl. Bank of Com- 
merce Bldg. 


Bernard M. Brooks Adv., 419 Aztec 
Bldg. 

Broggi Adv., 3107 Broadway 

Caroll Adv., Insurance Bldg. 

Thomas F. Conroy, 1101 Majestic 
Bldg. 

Cusick-Schwerke & Wild, 200 Farm & 
Home Bldg. 
Fraser-Wiggins, 

Transit Tower 
Glenn Advy., Transit Tower 
Notzon Adv., P. O. Box 8315 
Pitluk Adv. Co., 123 Auditorium Circle 
Waghorne Agency, 206 San Pedro St. 
Wyatt Adv., 427 Ninth St. 


Collins & Steckly, 


Port Arthur 
Ralph Moore Adv., Adams Bldg. 


Tyler 


Finn, Williams & Assoc., 423 S. Broad- 


way 


Reynolds Adv., 271 Tyler Bank & Trust 


Bldg. 


W aco 

Centex Adv., 111714 S. 6th St. 

Circle Adv., P. O. Box 2088 
Bush, Professional Bldg. 

Southwest Adv., 504 N. 13th St. 

Syers, Pickle & Winn, Austin. 
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National Average . 


MIDLAND, TEXAS 


OIL - sich’ 


WEST TEXAS 


MARKET 


378,000 people in 112,550 homes with 89,274 TV sets 
(as of July 1, 1957) look to CHANNEL 2 for NBC-ABC 
and the best of local television programming in the Permian 
Basin of “Oil Rich” West Texas. 


BUYING POWER 


CS! PER HOUSEHOLD* 


.$7,428 
$7,049 
$5,931 
$5,931 
* SRDS january 10, 1958 


COVERAGE 


only NBC-ABC affiliate that COM- 


PLETELY covers the 22 county Permian Basin of “Oil 
Rich” West Texas—with its 3 major cities of Midland, 


Spring having approximately 50% of 


the 22 country area population receiving a Grade A signal 
and approximately 40% receiving a “city-grade signal.” 
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AT 
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sold his interest, and on Aug. 4, 1957 
KTXL-TV became KCTV, with Lewis O. 
Seibert, Houston Harte, Roy Simmons 
and B. P. Bludworth as its owners and 
directors. J. H. Hubbard is general 
manager and sales manager. 

The station telecasts on 25.6 kw 
power, covering an area estimated to 
include around 45,000 b&w receivers. 
Venard, Rintoul and McConnell are 
national representatives. The station is 
a CBS-TV primary affiliate with some 
NBC-TV and ABC-TV programs. Plans 
are under way to build a new home for 
the operation. 

“As San Angelo grows, so grows 
KCTV television,” says Mr. Hubbard 
in discussing the future. “We have just 
begun to know the potential of televi- 
sion and its effects on this fast-growing 
area, which is known variously as the 
metropolitan center of southwest 
Texas, as well as the wool capital of 
the world. There is no limit to ex- 
pansion of facilities for business, fac- 
tories and companies which wish to 
expand in the friendly atmosphere of 
this thriving industrial center.” 

San Antonio, steeped in Texas his- 


tory, and the site of the famed Alamo, 
is also one of the fastest-growing in- 
dustrial centers in the nation. In 1930 
the city had a population of 231,543; 
today that figure has risen to 552,270. 
Net effective buying income is $765 
million, per capita income $1,350 and 
per family $5,002. The San Antonio 
metropolitan area has a population of 
594,200, while the effective buying in- 
come is $820 million. 

Principal industries are food prod- 
ucts, apparel manufacturing, lumber 
and wood, furniture and fixtures, 
paper, printing and publishing, chem- 
icals, petroleum and coal, leather, 
stone, clay and glass, fabricated metals, 
machinery and transportation equip- 
ment. 

San Antonio has four television sta- 
tions—KCoR-Tv, channel 41; KENS-TV, 
channel 5, KONO-Tv, channel 12, and 
WOAI-TV, channel 4. 

KCoR-TV, at 11] Martinez, is the only 
uhf station in the state of Texas. It 
has met this apparent problem by tele- 
casting for a Spanish-speaking audi- 
ence, which is large in the area. The 
station went on the air June 10, 1955. 


It is owned by R. A. Cortez, president 
and treasurer, 59 per cent; R. A. Cor- 
tez Jr., vice president, 6.5 per cent; 
William P. Smythe, vice president, 8.5 
per cent, and others. 

The station telecasts on 11 kw power 
to an audience estimated to include 
85,000 b&w sets. Nathan Safir is gen- 
eral manager, and Ben Tamborello 
commercial manager. The station car- 
ries top Mexican and Spanish movies. 
It devotes about 25 per cent of its 
time to local live entertainment and 
another 25 per cent to programs in the 
public interest. Texas State Optical 
Co., a principal sponsor on the station, 
conducted a survey among its Latin- 
American customers and found that 82 
per cent said they could receive KCOR- 
Tv and 86 per cent preferred programs 
in Spanish to those in English. 

KENS-TV, Avenue E and 4th St., is 
owned by Express Publishing Co. The 
station went on the air Feb. 15, 1950, 
and telecasts with 100 kw power to an 
area estimated to include nearly 400,- 
000 b&w sets. Frank G. Huntress Jr. 
is president, Albert D. Johnson gen- 
eral manager, and Wayne Kearl com- 








The ODESSA-MIDLAND market 


FIRST in Texas C.S.I. 





Combine CONSUMER SPENDABLE INCOME figures for 
Odessa (ECTOR) and Midland (MIDLAND) Additional 
Standard Metropolitan Areas, and you come up with 
$7,204 .. . 35.3% above the Texas average—21.% above 
the national average. 









ARB TOTAL AREA VIEWING 
January 1958 


Sign-on to Sign-off 
Sunday through Saturday 


KOSA-TV 61.4% 


share of audience 











channel J 316,000 watts ODESSA, texas 


Represented by The Bolling Company 
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SELLING MUSCLE 





SAN ANGELO 
KCTV 


SERVING 

79,700 families* 
WITH 
$435,388,000.00* 


Effective Buying Income 


AND 
$315,307,000.00* 


Retail Sales 
NOW 


KCTV 


OFFERS 
TOP CBS-NBC-ABC SHOWS 
ONE STATION MARKET 


EXTENDED DAYTIME 
SERVICE 


YOURS WITH 


TV 


CHANNEL 8 San Angelo, Texas 
J. H. HUBBARD 
General Manager 


Rep: Venard, Rintoul, McConnell, N.Y 
Clyde Melville Company, Dallas 


*Source: Sales Management 





mercial manager. It is affiliated with 
CBS-TV and is represented by Peters, 
Griffin, Woodward. 

Speaking of the area, Mr. Johnson 
says: “San Antonio has shown steady 
growth ever since the war. Its growth, 
being based on the three solid factors 
of agriculture, oil and the military, is 
bound to continue at an impressive 
rate. Television is occupying an in- 
creasingly important place in the econ- 
omy of the San Antonio area. Previ- 
ously, with only two v’s time was ex- 
tremely tight. The entrance of a third 
v into the market a year ago has en- 
abled all stations to offer broader serv- 
ices to all local advertisers and 
agencies. Television is fast becoming 
the basic merchandising tool of San 
Antonio retailers and distributors. 

KONO-Tv, 1408 North St. Mary’s, 
is owned by Mission Telecasting Corp. 
The station began operating Jan. 21, 
1957, and telecasts on 316 kw power 
te an area estimated to include nearly 
400,000 b&w receivers. Eugene J. Roth 
is president, James M. Brown general 
manager, and Bob Roth commercial 
manager. The station is an ABC-TV 
primary affiliate and is represented by 
H-R Television, Inc. 

Pointing out that San Antonio was 
rated the fastest growing major city in 
the United States by the 1950 census, 
Bob Roth calls attention to “this area’s 
many economic assets. Kelly Air 
Force Base,” Mr. Roth says, “is the 
world’s largest air materiel depot, with 
24,000 civilian employes alone. 

Pointing to the San Antonio trade 
area with its tremendous ranching and 
agricultural resources Mr. Roth adds: 
“Young as it is television is already a 
vital industry in the San Antonio area. 
Television’s proven ability to sell mer- 
chandise in this market for local, re- 
gional and national sponsors is a firm 
indication that we will continue to re- 
ceive an increasing share of the in- 
creasing advertising dollars being spent 
in this rapidly expanding area.” 

woal-Tv, 1031 Navarro St., is owned 
by Southland Industries, of which 
Hugh Halff Jr. is 40-per-cent owner 
and chairman of the board. James M. 
Gaines is president and general man- 
ager, and Edward V. Cheviot is com- 
mercial manager. The station is an 
NBC-TV basic. It began operating Dec. 
11, 1949, with 21.6 kw power. In 
March 1953 power was increased to 





100 kw, becoming the first station with 
maximum power in south Texas. Its 
coverage area is estimated to include 
nearly 400,000 b&w receivers. 

The station has a long list of firsts 
in every phase of telecasting. “woat- 
Tv’s signal has been picked up in 40 
of the 48 states, and in Mexico, Cuba 
and Guatemala,” a station spokesman 
says. “Texas’ tallest television tower, 
now under construction, will soar 2,049 
feet above sea level, 1,531 feet above 
ground, and will markedly expand the 
area served by WOAI-TV. The new tower 
is expected to be placed in operation in 
the fall of 1958. It will be the third 
tallest structure in the world.” 

Temple, in the central Texas area, 
is enjoying a prosperous growth due 
to a number of factors. In McGregor, 
nine miles west, North American Avia- 
tion and Phillips Petroleum are in the 
process of establishing Astrodyne, Inc., 
a $6-million rocket-power firm de- 
signed to expedite research, develop- 
ment and manufacture of higher- 
energy solid fuels, propellants and de- 
vices for use in missiles. 

Temple has 99,700 people in its 
metropolitan area alone, with effective 
buying income of $150 million. 

Television station in the Temple area 
is KCEN-Ty, channel 6. It has studios 
in Waco and is the NBC-TV station 
for the Temple-Waco area. KCEN-TV is 
located at 17 South Third St. and is 
owned by Bell Publishing Co., 95 per 
cent owned by Frank W. Mayborn, 
president. Burton Bishop is general 
manager. 

The station began telecasting Nov. 
1, 1953, and is presently using 100 kw 
power. It covers an area estimated to 
contain nearly 180,000 b&w sets. It is 
represented nationally by Blair-Tv. The 
KCEN-TV transmitter is located 14 miles 
north of Temple and 18 miles south 
of Waco on Highway 35 near Eddy, 
Tex. 

“In its slightly more than five years 
of operation,” says Mr. Bishop, “KCEN- 
tv has established itself as a powerful 
entertainment and selling medium in 
the growing Waco-Temple central 
Texas market.” 

“There is no depression in this area 
. . . quite the contrary,” says Mr. May- 
born. “Sales in the Temple-Waco mar- 
ket are well ahead of last year. Busi- 
ness in this big market of nearly one 
million people covered by the KCEN-TV 
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Pe THE SAN ANTONIO TELEVISION AUDIENCE 
January 19-25, 1958 



























































SAN ANTONIO METROPOLITAN AREA 
STATION | STATION] KONO 
STATION SHARE OF ee! asc) 
SFTS-IN-USE SUMMARY ms 
MONDAY THRU FRIDAY 
Sign-On to 9:00 AM 51.7 63.9 
9:00 AM to 12:00 Noon 57.4 | 36.7 8.0 
SIGN-ON TO NOON 55.$ | 42.6 8.0 
: ! 
Noon to 3:00 PM 28.3 42.6 29.1 ry 
3:00 PM to 6:00 PM 31.2 | 24.4 44.4 
Noon to 6:00 PM 30.0 | 32.7 38.3 
6:00 PM to 10:00 PM 32.7 | 32.3 35.8 0.2 
10:00 PM to Midnight 34.8 | 20.0 48.0 
6:00 PM to Midnight $3.1 | 29.4 38.0 0.2 
SATURDAY 
Sign-Gn to 6:00 PM ‘Eset 34.8 43.7 
6:00 PM to 10:00 PM 28.9 | 51.1 20.0 
10:00 PM to Midnight 21.6 | 17.7 60.8 
SUNDAY 
Sign-On to 6:00 PM 31.8 27.6 42.1 
6:00 PM to 10:00 PM 27.4 | 38.8 33.8 
10:00 PM to Midnight 38.3 9.1 52.6 
SUNDAY THRU SATURDAY 
6:00 PM to 10:00 PM 31.4 | 35.2 33.2 | 0.2 
10:00 PM to Midnight 32.6 | 18.0 51.2 
6:00 PM to Midnight 32.6. | $2.2 36.6 | eae 
SIGN-ON TO SIGN-OFF 34.0 | 33.0 36 3 0.2 
& 
AMERICAN RESEARCH BUREAU, INC. 
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H-R TELEVISION, INC. 


NEW YORK ® CHICAGO ® LOS ANGELES * SAN FRANCISCO 


CLARKE BROWN CO. 


DALLAS *® HOUSTON ® ATLANTA ® NEW ORLEANS © DENVER 
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signal ‘is. good. The future looks even 
brighterj: and KCEN-TV will play an 
important part in the continuing 
civilian, military and industrial growth 
of the market because of its proved 
ability to attract tremendous audiences 
and move merchandise from retailers’ 
shelves into the hands of the buying 
public. 

“This market is one of the principal 
defense arsenals of the nation,” con- 
tinues Mr. Mayborn, pointing to Fort 
Hood and other bases. “In Waco $2.6 
million is being spent on LaSalle St. 
highway construction, and additional 
millions will be spent in the next few 
years in street and other improvements. 
Three big reservoirs, the cost of which 
total nearly $80 million, are in the 
final planning stages, and construction 
will begin within the next year. Al- 
ready completed is the Belton Reser- 
voir, six miles west of Temple, which 
is the playground for thousands of 
people. A record year of rains during 
1957 has already assured central Texas 
farmers of’ another multi-million crop 
this year from the rich blackland soil.” 

Texarkana; on the Arkansas border, 
near Louisiana, is a central distribu- 
tion point. With plenty of water, big 
industrial -sites, four major railways 
and adequate ‘power, the area has be- 
come ‘a favorite one for manufacturers. 
Texarkana’s metropolitan area has a 
population of 106,000 and effective 
buying income of $116 million. 

Television station is KCMC-TV, chan- 
nel 6,:and is ownéd by Camden News 
Publishing Co., publishers of the Cam- 
den (Ark.) News and other papers. 
The station went on the air Aug. 16, 
1953, and became a primary CBS-TV 
affiliate. Richard Peters is the new 
general manager. Walter E. Hussman 
assumed the presidency of the parent 
company after the death of C. E. Pal- 
mer, the station’s founder, in July 
1957. 

KCMC-TV telecasts on 100 kw power, 
covering an estimated 130,000 b&w 
sets in four states. 

Asked about the future of the 
market, Mr. Peters said: “Everyone 
knows that Texas has the biggest and 
best of everything and Arkansas is the 
Land of Opportunity. This combina- 
tion of tremendous natural resources 
makes the location of KCMC-TV a natu- 
ral for continued development and for 
prosperous tv operation. As the only tv 



















TO| GET YOUR SHARE 
OF TEXAS BUSINESS 


have at least 
5 markets on 
your list... 


...AND BE SURE ONE 
OF THEM IS THE 





WACO-TEMPLE 
CENTRAL TEXAS MARKET 
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KCEN-TV 


5th Television Market in Texas 
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Serving the Waco-Temple Market and 
all Central Texas 


KCEN-TV 
POPULATION 


702,700 






6:00 P 


INTERCONNECTED AFFILIATE 
Temple Office: 17 S. Third St. Ph. Prospect . FAMILIES 
3-6868. Waco Office: 506 Professional 20 2 000 
Building. Ph. Plaza 6-0332. TWX: Eddy, 7 


Texas, 8486. 
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BLAIR TELEVISION ASSOCIATES, INC. 
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FACTS ABOUT THE ONLY STATION 
IN THE 


TYLER-LONGVIEW 
MARKET 


KLTV 2007 


KLTV, Channel 7, 100 miles East of Dallas, 101 West of 
Shreveport, 200 North of Houston, 270 South of Tulsa. 
Network color. 316,000 Watts. Serves 25 East Texas 
Counties—102,868 TV Homes. 

















































Your advertising message on KLTV gets real sales mileage at 
a low per capita cost because of high per capita spending. 
lst in per capita Drug Sales 
2nd in per capita Apparel Sales 
2nd in per capita Home Furnishings Sales. 
4th in per capita Retail Sales 
5th in per capita Food Sales 


Source: Sales management 1957 Survey of Buying Power 





Results from pay tv issue coverage: 


Station X—Downstate Illinois 


KLTV—tTyler, Texas (384,000 TV homes) 
(102,000 TV homes) 10,000 pieces of mail 
14,567 pieces of mail Station X—Michigan 
86,744 signatures (1,432,000 TV homes) 


10,000 pieces of mail 
Results from March of Dimes Telethon: 


Station X—Shreveport, La. 
KLTV—Tyler, Texas by elt Any coal 
(102,000 TV homes) ’ 
$27,758 in 17% hours Station X—North Carolina 
(218,000 TV homes) 
$11,500 in 14 hours 


KLTV 


TYLER, TEXAS 
NBC CBS ABC 
Represented by H-R CHANNEL 7 





Now check the efficiency factor that is yours on KLTV. 
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staticn serving a substantial portion of 
these two states, plus southeastern 
Oklahoma, both our responsibility and 
our opportunity are great. KCMC-TV 
has already done much to increase the 
trading area of the city of Texarkana 
and to increase its prestige as a metro- 
politan center for this area. We shall 
continue to promote the development 
of this city »nd area as the ‘Gateway 
to the Great \-ulf Southwest’.” 

Tyler, oil headquarters of eastern 
Texas, has offwes of more than 300 
petroleum and a\‘ied companies. Build- 
ing keeps increasing. Forty new fac- 
tories with a tote! payroll of nearly 
$10 million have :‘een established in 
the area since 1945 making a total of 
165 factories of all kinds. 

Tyler is the center ~ a metropolitan 
area which includes 33,200 persons 
with an effective buying income for the 
region of $113 million. 

Television station in T+ler is KLTV, 
channel 7. Located on he Kilgore 
Highway east, the station is owned 
by Lucille Ross Buford (40 per cent) 
and Marshall H. Pengra (2 per cent) 
and the G. H. Lansing estate. 

The station went on the air in Octo- 
ber 1954 and telecasts with 31¢€ kw 
power. It carries programs from all 
three networks. Marshall H. Pengra is 
general manager, and John Lenox 
commercial manager. Nationally the 
station is represented by H-R Repre- 
sentatives. 

“Expansion of Tyler industry pro- 
posed for 1958 will represent a total 
of more than $22 million,” a spokes- 
man for the station pointed out re- 
cently. They include a new Continental 
Can Corp. plant, expansion of the 
Tyler Pipe and Foundry Co., a new 
shopping center and other industrial 
as well as home building construction.” 
The station plans to continue to serve 
the people of its broad coverage area 
and to grow with the market. 

Waco is a metropolitan district with 
141,900 population and an effective 
buying income of around $200 million. 
It is an area which has shown great 
industrial progress in recent years, 
and several new industries are building 
there now. 

Television station in Waco is KWTX- 
Tv, channel 10. It is the CBS-TV out- 
let for the Waco-Temple area. Located 
at 4520 Bosque Blvd., the station went 
on the air April 3, 1955, and now 

















operates with 107 kw power, covering 
an area estimated to contain around 
150,000 b&w sets. It carries CBS-TV 
and ABC-TV programs. 

KWTX-TV is owned by KWTX Broad- 
casting Co., with W. W. Naman presi- 
dent, M. N. Bostick vice president and 
general manager, John M. Brinegar 
local sales manager, and Charles H. 
Boland national and regional sales 
manager. 

KWTX-TV first went on the air with- 
out network service but merged with 
KANG-TV and acquired both CBS-TV 
and ABC-TV. In May 1957 KBTx-TVv 
Bryan-College Station went on the air 
as a partial satellite of KwTx-Tv. The 
two TX stations are sold separately 
and together. KWTX Broadcasting 
owns 50 per cent of the Bryan station. 

“Waco’s future is indeed bright,” 
says Charles Boland. “The community 
recently voted to appropriate money 
for a six-dam project along the Brazos 
River, which will make the city the 
brightest industrial site in Texas from 
the standpoint of water supply and 
central location. We have recently been 
chosen as the site for a new Astrodyne 
plant. Astrodyne is the fuel used in 
launching earth satellites and missiles 
used in the national armament pro- 
gram.” 

Weslaco, in Hadalgo County, is in 
a heavily populated and industrialized 
area. Population of the county is 201,- 
200 and buying income $185 million. 

Television station in Weslaco is 
KRGV-Tv, channel 5. Located at 311 
Missouri Ave., it is owned by KRGV 
Television, with O. L. Taylor and LBJ 
Co. equal owners. O. L. “Ted” Taylor 
is president and general manager, Bill 
Rucker assistant general manager. The 
station, represented nationally by Paul 
H. Raymer Co., went on the air April 
2, 1954, and operates with 100 kw 
power, covering an area estimated to 
include more than 75,000 b&w sets. 
It is an NBC-TV affiliate. 

Mr. Taylor, in talking about the Rio 
Grande Valley market says: “The area 
—a compact, four-county, 80-town 
community, with 413,400 population 
and a nearly half billion dollar effective 
buying income, is finally getting re- 
cognition by the advertising agencies 
as a market unto itself. 

“Being right in the middle of this 
great area and great market, we are 
meeting the challenge of salesmanship 


and service to the valley. The business 
outlook for the coming twelve months 
is usually cheerful, with the consensus 
being “This is the valley’s year!’ And 
we at KRGV-Tv in Texas’ Magic Valley 
share wholeheartedly in this optimistic 
outlook for 1958.” 

Wichita Falls is in a rich oil ranch 
area in northwest Texas. The metro- 
politan area is estimated to include 
127,600 population and has an effective 
buying income of $224 million. It is 
the home of the Sheppard Air Force 
Base. 

The city has two television stations 
—kKFDX-Tv, channel 3, and KSYD-TV, 
channel 6. 

KFDX-Tv, Box 2040, is owned by 
Wichtex Radio & Television Co., with 
Darrold A. Cannan president (59.35 
per cent), Howard H. Fry vice presi- 
dent (13.1 per cent), Darrold A. Can- 
nan Jr. (13.1 per cent), and others. 
The station began operating April 12, 
1953. It operates on 100 kw power to 
an area estimated to include 140,000 
b&w receivers. It is affiliated with NBC- 
TV and ABC-TV and is represented by 
Paul H. Raymer Co. 

Darrold A. Cannan, in discussing 
prospects for the area, says: “Tele- 
vision had become a mature, staunch 
and integral part of life in northwest 
Texas and southern Oklahoma. Tele- 
vision in Wichita Falls has come of 
age. KFDX-Tv and the area it serves are 
optimistic about the future.” 

KSYD-Tv, Seymore & 9th St., is owned 
by Syd Grayson, Nat Levine, Ted Shan- 
baum, Irving and Murray Gold and 
Ben, Roy and Leon Aaron. It went on 
the air March 1, 1953, and operates 
with 100 kw power to an area estimated 
to include around 140,000 b&w sets. 
The station is affiliated with CBS-TV 
and is represented nationally by Blair- 
Tv. Syd Grayson is president and 
general manager, and Bob Cain is 
commercial manager. 

“The Wichita Falls market is an 
actively expanding one,” says Mr. 
Grayson. “Industrially, agriculturally, 
and economically Wichita Falls is 
rapidly becoming a more important 
trade center serving north Texas and 
southern Oklahoma. Television will 
naturally continue to be a dominant 
means to let all of our trade area know 
of these new and enlarged servicing 
businesses. As our trade area popula- 
tion grows, so must we grow.” 











p The 
“LION” 


ROARS 
in Wichita Falls 
on KSYD-TV 


Week ends/Week nights, clear 
across the board the “MGM 
LATE SHOW” 10:30 PM to 
Sign-Off 


OUT RATES THEM ALL! 


KSYD-TV MGM Late Show 20.8 
Sta.“B” Movies 3.5 


KSYD-TV MGM Late Show 16.7 
Sta. “B’” Welk Top Tunes 8.1 


KSYD-TV MGM Late Show 16.7 
Sta."B” “Tonight” 46 


KSYD-TY MGM Late Show 22.5 


Sta.“B” Country Music 5.8 
Jubilee 


KSYD-TV MGM Late Show 21.6 
Sta. “B” Lawrence Welk 18.7 
(Source: ARB Dec., 1957) 


THE MGM EARLY SHOW 
ON KSYD-TV 


KSYD-TV MGM Early Show 30.8 
Sta. “B” All Star Golf 43 


KSYD-TV MGM Early Show 31.7 
Sta. “B’ The Lone Ranger 10.1 


KSYD-TV MGM Early Show 30.3 
Sta. “B” Jim Bowie 17.6 


(Source: ARB Dec., 1957) 


The only 
CBS affiliate between 
Dallas and Oklahoma City. 


KSYD-TV 


Channel 6 100,000 watts 
Wichita Falls, Texas 


Represented by 
Blair-Television Assoc., Inc. 
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THE PACE IS... 


PROGRESS 


in the FORT WORTH - DALLAS area 


the TH 


NATI 
ARKET 


The trend is up and the growth rate is steady, Look at these start- 
ling predictions for 1960:* 








Tarrant-Dallas County 





I yt aa, ak Oe 1,522,900 
1 

Tarrant-Dallas County P 

Estimated Buying Income _____________-- hi iho Scat pactanes $3,291,088,000 

Tarrant-Dallas County : 

RITES Sa a AE TERE AEB Sean TESS $2,409,432,000 


To sell your products in this fast-paced, rapidly- 


expanding 12th U S Market choose the facilities : WBAP-TV — Channel 5 


of WBAP-TV-—the first station in the market. 


Rates and packages on request. : Basic NBC for North Texas 
: *Source: Sales Management, ‘Marketing on the Move’’, Nov. 10, 1957. 
WBAP | AM-FM-TV 


3900 Barnett * Fort Worth, Texas " 1900 N. Akard . Dallas, Texas 
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NATIONAL REPRESENTATIVES PETERS, GRIFFIN & WOODWARD 
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ROUNDUP OF NEWS 


Producers, Distributors 


G-K, MORRIS AGENCY DEAL 

In a deal set to free the Gross- 
Krasne, Inc., sales force for full-time 
work pitching its syndicated proper- 
ties, the William Mcrris Agency is 
taking over the G-K telefilms aimed 
for network sale. First property to 
be affected by the new arrangement 
is the Thomas Mitchell starrer, Mr. 
Glencannon. 

The G-K sales staff is currently 
handling two series—O. Henry Play- 
house and African Patrol—with the 
latter stepping briskly in the few 
weeks it’s beer available. Recent 
sales include Busion, St. Louis, San 
Antonio, Cape Girardeau (Mo.), with 
previous buys placing the show in 
Chicago, Madison (Wis.), New Or- 
leans, El Paso, Detroit, Cleveland, 
Atlanta, Hartford, Seattle, Las Vegas 
and Los Angeles. 


ABC FILM SALES EXPANDS 

ABC Film Syndication, currently 
working on 26 Men, has expanded 
its sales staff greatly by adding five 
account executives and creating a 
new sales division. 

Sherman Gregory, formerly sales 
manager at WFIL-Tv Philadelphia, has 
been appointed New York City sales 
manager to head the new NYC division 
that will service the metropolitan area. 

Working with Mr. Gregory as an 
account executive will be Al Harti- 
gan, who has been with wpix New 
York as program manager and pro- 
ducer-director. 

Covering upper New York state and 
the northeastern area, Ben Conway 
joins the film distribution company 
from J. Walter Thompson, where he 
served as tv program representative 
for the Ford Motor Co. 

Bill Dothard takes over the terri- 
tories of Pennsylvania, Maryland and 
the District of Columbia for ABC. He 
was most recently with WFIL radio 
Philadelphia as sales manager. 


Scott McKeown became the first 


of the new additions to the ABC staff 
when he was appointed southeast 





SCOTT MC KEOWN 


representative. Mr. McKeown was 
formerly with the Richard Ullman 
Co., producer of animated commer- 
cials. He will cover Virginia, West 


Virginia and North and South 
Carolina. 
The aforementioned 26 Men, 


sparked by such promotion stunts as 
a “fast-draw duel” (with blank car- 
tridges) between the film’s star, Kelo 
Henderson, and a Denver citizen, has 
now totaled sales in 171 markets. 


Recent buys put the show in Seattle, 
Dallas, Great Falls, Kansas City, Du- 
luth and Fort Smith, among others. 


Here’s a new way to sell a show—film 
it about a specific company and you've 
got a “must buy.” The California Na- 
tional Productions series titled Union 
Pacific was recently bought by the 
Union Pacific Railroad in a regional 
markets deal that included Denver, 





NTA’S FAR EAST PITCH 

Samuel Gang, foreign sales repre- 
sentative for National Telefilm Asso- 
ciates, Inc., is currently on a six-week 
tour that will carry him to Tokyo, 
Kong, Manila 
Australia. Among properties NTA is 
offering stations in these cities are 
syndicated films such as Sheriff of 


Cochise and China Smith, a complete 


Hong and Sydney, 


and a number of 
feature motion pictures. 

With 31 additional stations buying 
the NTA “Champagne Package,” this 
series of feature movies is now sold 
in a total of 81 markets. 
have been made by KCMO-Tv Kansas 
City, wow-Ttv Omaha, KFMB-Ty San 
Diego, KiRo-Tv Seattle, wJAR-TV Prov- 
idence, WDBJ-TV Roanoke, WBNS-TV 
Columbus, wrRex-Tv Rockford 
wsBT-Tv South Bend, among others. 


cartoon library 


Purchases 


and 


NEW GUILD, ROACH SERIES 

Two new half-hour programs are 
in the works for future telecasting— 
a Sabotage series to be produced by 
Guild Films on location in Europe, 
and The Fabulous Oliver Chanty, 
starring George Sanders and produced 
by Hal Roach Jr. 

Duke Goldstone, executive producer 
for Guild, has already planed to Eng- 
land to begin production on _ the 





Salt Lake City and Boise. The new 
adventure series is the first tv syndi- 
cated program to be produced at the 
MGM Hollywood studios. Union Pa- 
cific Railroad even provided historical 
experts familiar with the old-time 
equipment supplied by researchers. 
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mystery-action show based on the ex- 
ploits of the British Secret Service 
during World War II. Plans call for 
filming of 39 episodes. 

In Hollywood, the Hal Roach Stu- 
dios will film the pilot this month on 
the Chantry series. Scripts for 13 
episodes are being prepared, with the 
central character described as “an 
urbane New York newspaper 
columnist.” 


THREE-EPISODE FEATURE 
MGM-TV announces that the first 
three half-hour films of its new ad- 
venture series, Northwest Passage, will 
be combined into a feature-length 
motion picture for theatrical release 
overseas. Foreign distribution of the 
color films will avoid conflict with tv 
showings in this country and Canada. 
A new western series tentatively 
titled Desert Rider is in the scripting 
stage at MGM-TV. Casting for the 
projected half-hour films will be done 
-upon completion of the pilot script. 
Although Colgate-Palmolive was 
apparently satisfied with The Thin 
Man enough to sign for an additional 





13 films, MGM-TYV is replacing direc- 
tor Oscar Rudolph on six of the new 
episodes—Bretaigne Windust will di- 
rect two, and William Asher will 
direct the following four. 


TPA’S BIG O’SEAS SALES 

Foreign program sales over $330,- 
000 for the first six weeks of the 
year have been announced by Tele- 
vision Programs of America, Inc. In- 
teresting aspects of the sales were that 
all programs purchased were half-hour 
telefilms rather than feature pictures 
and that none of the buys was set in 
the two major foreign markets, Can- 
ada and England. Sales were made in 
Hong Kong, Mexico, Switzerland, Aus- 
tralia, South America, Sweden and 
the Philippines primarily. 

Two new additions to the TPA sales 
force were announced, along with the 
news that Lon Boutin, who resigned 
his post as account executive in the 
western division a few months ago, 
had rejoined the organization. 

Working out of the New York office 


are Leslie H. Norins, formerly local 








WE HAVE NEVER MISSED A DEADLINE 








ASK ANY OF OUR CLIENTS AND THEY 


WILL TELL YOU THAT WE NOT ONLY 
MAKE OUR FILMS GOOD, WE ALSO MAKE 
THEM ON TIME. animation inc. 8564 
MELROSE AVE. / HOLLYWOOD 46, CALIF. 


*list furnished on request 








sales manager of KTTV Los Angeles, 
and Terry O'Neill, formerly vice presi- 
dent of Associated British Pictures, 
Inc. 


NEW APPOINTMENTS 

Kirk Torney has been appointed 
general sales manager of Sterling 
Television Corp. Mr. Torney was for- 
merly with Associated Artists Produc- 
tions and Music Corp. of America. 
. . . Transfilm, Inc., has announced 
the appointment of Joseph Brun, ASC, 
as director of cinematography. Mr. 
Brun most recently completed filming 
Windjammer in the new Cinemiracie 
process for Louis de Rochemont and 
has been in film production for 30 
years. . . . Otto Lang, who has been 
in the film industry for 20 years as 
producer and director and who re- 
cently directed Search For Paradise 
for Cinerama Productions, has joined 
Ziv Television Programs, Inc., as a 
producer. He will produce several epi- 
sodes in Ziv’s new Target series as his 
. - Another addi- 
tion to the Ziv organization is Albert 
B. Taylor, formerly head of the story 
department at RKO and also at CBS. 


initial assignment. . 


ORGANIZATION NEWS 

Officers and a board of directors 
for 1958 were recently elected by the 
Association of Cinema Laboratories. 
Reid H. Ray, of St. Paul, was re- 
elected president, and Leon Shelly, of 
Toronto, was re-elected vice-president. 
George Colburn, Chicago, was ap- 
pointed secretary, and Kern Moyse, 
New York, became treasurer. New 
board members are Don Alexander. 
Colorado Springs; Spencer W. Cald- 
well, Toronto; Louis Feldman, New 
York; Byron Raudabush, Washington, 
and Sidney Solow, Hollywood. 

Five industry leaders from the 
audio-visual field have been appointed 
to the board of advisors for radio-tv 
programming at the New York Insti- 
tute of Technology. In addition to 
serving as board members, the five 
will each deliver specific lectures 
on production and programming. 
Appointments were: 

Richard M. Pack, vice-president in 
charge of programming for the West- 
inghouse Broadcasting Co. and for- 
merly with NBC, who is author of 
Opportunities in Television. 








ee 











Yasha Frank, writer and leading 
authority on children’s entertainment, 
who served as writer-stager of Pinoc- 
chio and the upcoming Hansel and 
Gretel spectacular. 

Herbert Fearnhead, vice-president 
and general manager of radio station 
wins New York. 

Dr. Robert Davis, president of 
Robert Davis Productions, Inc., who 
recently made news by becoming the 
first producer to use the Mobilux 

- animation technique in commercials. 

Martin Weldon, writer-producer on 

a number of shows on radio and tv. 


Suppliers, Services 


REEVES REPRODUCER 

Reeves Equipment Corp. of New 
York announces the availability of 2 
new high-quality optical and magnetic 
reproducer. A product of Magna-Tech, 
the type OMD 135 reproducer features 
a film capacity of 5,000 feet of 35mm 
film, stainless steel construction of all 
vital parts, automatic shut-off and 
gold-plated AN connectors. Further 
specifications can be obtained by 
writing the company at 10 E. 52nd 
St, New York 22. 


TELEFEX BACKGROUNDS 

A demonstration film of various 
abstract and specially designed back- 
grounds to be used behind ordinary 
television slides is available from Tele- 
fex Film Productions, 996 E. 57th 
Ave., Vancouver 15, Canada. The pro- 
ducers claim the moving backgrounds 
give striking new impact and action to 
standard projected slides. Specific ef- 
fects such as “champagne bubbles,” 
“sunbursts,” “meteor trails” and 
“twinkling stars” are available, along 
with abstract effects on one-minute 


16mm films. 


NEW WB SUBSIDIARY 

Warner Bros. Pictures, Inc., is form- 
ing a wholly owned subsidiary devoted 
to the development and _ worldwide 
distribution of electronics equipment. 

James B. Conkling, formerly presi- 
dent of Columbia Records, has been 
named president of the new firm, 
which will begin its activities with the 
recording and distribution of phono- 


graph records. Future plans call for 
the development of a variety of 
products in the field of sound 
electronics. 








Advertising 


Directory 
of Top TV Film 
Commercials 


SELLING 
COMMERCIAL 


Bristol-Myers * D.C.S.85. Mentholatum Co. + J. W. Thompson 


val 


PELICAN FILMS, INC... New York ACADEMY PICTURES, INC., New York 








Canadian Industries » Needham, Louis & Brorby Procter & Gamble Duz - Compton 


Tecnique, Inc. + Campbell-Mithun 


CARAVEL FILMS, INC. New York REID RAY FILMS, INC., Sf. Paul 
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Film Commercials 


COUSENS-BLAIR 
PRODUCTIONS, INC. 


Completed: Union Carbide & Carbon Corp. 
(6-12 insect repellent), J. M. Mathes; Lever 
Bros. (Praise), Cockfield-Brown, Ltd.; 

White Frost Chemicals, Inc. (spot remover) , 
Kastor, Farrell, Chesley & Clifford; Drug 
Research, Inc. (Regimen), Kastor, Farrell, 
Chesley & Clifford. 

In Production: J. B. Williams Co. (Aqua- 
Velva), Parkson; American Express Co. 
(travelers’ checks), B&B; Tenderfrost, Inc. 
(frozen meats), Storm Advt. 


DYNAMIC FILMS, INC. 


Completed: Boys Clubs of America, direct. 
In Production: Glamorene, Inc. (Wool rug 
cleaner, liquid cleaner), Product Services. 


ELEKTRA FILM PRODUCTIONS, 
INC. 


Completed: Hills Bros. Coffee, Inc. (instant 
coffee), Ayer; Colgate-Palmolive (Fab), 
Bates; American Tobacco Co. (Hit Parade 
and Lucky Strike cigarettes), BBDO; New 
York Telephone Co. (yellow pages), BBDO. 
In Production: Esso Standard Oil Co. (Esso 
gas), McLaren; Standard Brands, Ltd. 
(Royal Instant Pudding), McLaren; F. and 


M. Schaefer Brewing Co. (beer), BBDO; 
Colgate-Palmolive (Fab), Bates. 

GRAY & O’REILLY 

In Production: American Oil Co. (Amoco 


gas), Katz; Remington-Rand, Inc. (shavers) ; 
Y&R; General Foods, Inc. (Minute Rice), 
Y&R; Colgate-Palmolive Co. (Ajax), Hous- 


ton; Nestle Co. (instant coffee), Houston; 
General Tire Co. (tires), D’Arcy. 

KEITZ & HERNDON 

Completed: O. A. Sutton Corp. (Vornado 
air conditioners), Lago Whitehead; Mish- 
awaka Rubber & Wool Co. (Dura-Kool 


shoes) , Campbell-Mithun. 

In Production: Lone Star Brewing Co. 
(beer), Glenn; Derby Oil Co. (oil and 
gas), McCormick-Armstrong; Lone Star Gas 
Co. (gas and gas stoves), EWR&R. 


ROBERT LAWRENCE 
PRODUCTIONS 

Completed: Aluminum Co. of America (hos- 
pital), F&S&R; General Electric (blankets) , 
Y&R; Kimberly-Clark (Delsey _ tissue) 
FC&B; Johnson & Johnson (clown), Y&R; 


American Can Co. (Canco), Compton; B. 
Houde & Grothe, Ltd. (DuMaurier ciga- 
rettes), Vickers & Benson; Chesebrough- 


Pond’s (Valcreme), Compton; Thos. J. Lip- 
ton Co. (soups), Y&R; Jaccb Ruppert Brew- 
ery (Knickerbocker beer), Warwick & Leg 
ler; O’Keefe Ale Brewery (ale), Comstock; 
Reynolds Metal (Reynolds Wrap), Clinton E. 
Frank; American Tobacco Co. (Pall Mall 
cigarettes), SSC&B; Doeskin Products, Inc. 
(tissues), Weiss & Geller; Revlon Products 
Corp. (Love Pat), C. J. LaRoche. 

In Production: Wm. Schludberg-T. J. Kur- 
dle Co. (Esskay meats), VanSant Dugdale: 
American Can Co. (Canco), Compton; R. J. 
Reynolds & Co. (Winston cigarettes), Esty; 
American Brewery Co. (beer), VanSant Dug- 
dale; Kimberly-Clark (Delsey) FC&B; U. S. 
Air Force (air force), EWR&R; Trojan Re- 
upholstery (Gimbel’s), Telesales, Inc.; Ster- 
ling Drug Co. (Ironized Yeast), Thompson- 
Koch; Rayco, Inc. (Rayco), Emil Mogul; 

General Foods (Siesta Instant C offee) , Bates; 

O’Keefe Ale Brewery (Old Vienna beer), 

Comstock; Revlon, Inc. (Clean and Clear): 
C. J. LaRoche; MacFadden Publications 
(True Story), direct. 
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JAMES LOVE PRODUCTION 


In Production: Libbey-Owens-Ford Glass Co. 
(Parallel-O-Plate), F&S&R; Getz, Inc. (ex- 
terminating) , Harris & Weinstein; Aluminum 
Co. of America (screening), F&S&R. 


WARREN R. SMITH, INC. 


Completed: Restonic Corp. (mattresses), 
Dubin; Aluminum Co. of America (Alcoa), 
In Production: Fort Pitt Brewing Co. (beer), 
Goldman & Shoop. 


SOUND MASTERS, INC. 


Completed: John H. Delaney & Son, Inc. 
(frozen foods), EWR&R. 

In Production: Westinghouse Electric Corp. 
(various), McCann-Erickson; John UH. 
Delaney & Son, Inc. (frozen foods), EWR&R. 


TRANSFILM, INC. 


Completed: American Sugar Refining Co. 
(Domino sugar), Bates; National Lead Co. 
(Dutch Boy paint), Marschalk & Pratt; Corn 
Products Refining Co. (Mazola), C. L. Mil- 
ler; Colgate-Palmolive Co. (AD), L&N; 
Helena Rubinstein, Inc. (beauty products) , 
O-B-M; Standard Brands, Inc. (Hunt Club 
dog food), Bates; American Chicle Co. 
(Rolaids), Bates; Mennen Co. (pre-shave 
lotion), Bates. 


UPA PICTURES, INC. 
(BURBANK ) 

Completed: Bank of America (banking), 
BBDO;; Gilette Laboratories (Thorexin cough 
medicine), North; American Petrofina Co. 
(Fina gas and oil), Taylor-Norsworthy. 

In Production: Horlicé*s Corp. (malted 


milk), 
(awnings), direct; 


Shaw; Canvas Awning Institute 


Wilson & Co. (Ideal dog 


food), Roche, Rickerd & Cleary; Carling 
Brewing Co. (Stag beer), Weiss; Olds- 
mobile Div. General Motors Corp. (Olds- 


mobile), D. P. Brother; Ex-Lax, Inc. (Ex- 
Lax), Warwick & Legler; Oertel Brewing 
Co. (Oertel beer), Lynch, Hart & Stockton; 


Colgate-Palmolive Co. (Colgate Shave 
Cream), Shaw. 

(NEW YORK) 

Completed: Singer Sewing Machine Co. 


(sewing machines), Y&R; American Sugar 
Refining Co. (Domino sugar), Bates; Gen- 
eral Foods Corp. (Grape Nuts), B&B; Car- 
ling Brewing Co. (Carling’s ale), McKim. 

In Production: National Biscuit Co. (Na- 
bisco, Jr.), K&E; Arcadian (fertilizers), 
Albert Sidney Noble; American Telephone 
& Telegraph (Bell Telephone) C&W; Caloric 
Appliance Corp. (gas appliances), B&B; 
Drackett Co. (Windex), Y&R; American Ex- 
press (travelers’ checks), B&B; Kellogg Co. 
(cereals), Burnett; J. B. Williams Co. 


(Aqua-Velva), Parkson. 
VIDEO FILMS 
Completed: Goebel Brewing Co. (beer), 


Campbell-Ewald; Monroe Auto Equipment 
Co. (shock absorbers), direct; Detroit News 
(newspaper), W. B. Doner; Sam’s Inc. (de- 
partment store), Stockwell & Marcuse; 
Hammond Standish Co. (Greenfield meats), 
Otto & Abbs; Hodges Auto Sales (Chrysler 
line cars), Powell; Detroit Times (news- 
paper), Luckoff & Wayburn. 
In Production: National Brewing Co. (Na- 
tional Bohemian beer), W. B. Doner; Star 
Carpet Cleaning Co. (carpet services) , Stock- 
(Continued on page 78) 
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PUBLIC EDUCATION. In view of the 
tremendous attention being given by 
the news media to the disclosures of 
the House Subcommittee on Legislative 
Oversight, the public is receiving quite 
an education in the operations of the 
Federal Communications Commission 
and, particularly, its procedures in the 
issuing of television licenses. 

There was a time when compara- 
tively few people were concerned with 
this particular agency of government. 
Indeed, it is doubtful whether many 
knew what the initials FCC stood for. 
That situation no longer exists. Any- 
one who can understand English has 
learned from the newspapers, radio 
and tv what the letters mean. 

It wasn’t very long ago that only a 
small segment of the public knew that 
a government examiner hears testi- 
mony from competing applicants for a 
tv channel and recommends, on the 
basis of certain criteria, who should 
get the channel. Who would have 
dreamed that such an examiner would 
one day be called before a Congres- 
sional committee to explain how he 
arrived at an “initial decision?” Who 
would have believed that such an ex- 
planation would become front-page 
news and receive radio and tv cover- 
age? 


FCC “WHODUNIT.” No doubt. the 
scandal aspects of the committee’s in- 
quiry have aroused the public’s curios- 
ity about the FCC. There’s nothing 
like a whodunit to keep the reader in- 
terested. Just as a popular variety 
program delivers a mass audience for 
the portion occupied by an opera 
singer, the personalities of an investi- 
gation attract attention to serious 
matters which might not otherwise 
command interest. There is this fortu- 
nate by-product of a big story. 

What has been known by so few 
about FCC operations has at last be- 
come known by so many that the way 
in which things have been done no 
longer can be tolerated. There is, for ex- 
ample, the way in which commissioners 
are appointed. Why should political 
considerations be a factor, if not the 
factor? Then there is the way in which 


Washington Memo 





the appointments are confirmed. Why 
bother about hearings before the Sen- 
ate, if confirmation is usually routine? 
And what about examiners? Why 
take up so much time for hearings on 
contested applications, if their recom- 
mendations are given little weight? 
One member of Congress who has 
done some constructive thinking on 
this subject is Rep. Stewart L. Udall 
of Arizona. In a recent letter to the 
Washington Post, Mr. Udall observed 
that “a commission cannot regain 
public confidence as long as it main- 
tains two forums—one for official 
another where interested 
parties may exert their influence off the 
record.” Unless a line is drawn by the 
agency, he feels, all intervention will be 
regarded as proper. 
DECISIVE FORUM. “Short of such 
action,” Mr. Udall asserts, “it is in- 
evitable that the influence forum will 
be the decisive arena in some cases, 
for the merits are often evenly balanced 
and the public-interest test is not al- 
ways clean-cut. When contesing appli- 


hearings, 


cants are thrown into such a catch-as- 
struggle, the party 
which has won an examiner’s recom- 


catch-can even 
mendation is forced to proceed on the 
assumption that the only way to insure 
a ruling on the merits in the main 
forum is to get at least a stalemate in 
the forum of influence. This explains 
why applicants have frantically re- 
cruited their Washington friends and 
pressured them to pressure the com- 
missioners.” 

Mr. Udall does not think that “elab- 
orate” legislation is needed. “The 
FCC,” he points out, “has the power to 
fix the character of its proceedings and 
regulate the conduct of applicants. Let 
them use this authority and declare 
forthwith a set of rules—and a code 
of ethics for individual commissioners 
—which will give its actions judicial 
integrity.” 

There are three steps the commission 
might take, Mr. Udall suggests, as “a 
starter.” First, “prescribe that all 
communications to individual com- 
missioners concerning applications be 
made a part of the public file in each 

(Continued on page 78) 
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WGR-TV now leads all Buffalo stations with 
the largest share of the viewing audience 
from sign-on to sign-off seven days a week. 
Source: ARB. ABC Affiliate. Call Peters, 
Griffin, Woodward for availabilities. 
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| Rayco (Continued from page 31) 


as a warning signal. 


Mr. 


chased. 
The classification 


collected in early 


sales for all being very close. 


Experienced 


the best location for the store. 





garten, advertising manager. 
The agency service team on Rayco 


besides agency president Emil Mogul— 
Hal Balk, ac- 


Larry Levinson, ‘as- 


includes Mr. 
count executive; 
| sistant account 
| Seth D. Tobias, 
creative director for print media; 
A. Mahler, vice president 
creative director for air media; 


Kramer: 


executive; and 


vice president 


ron 


and executive art director: 
ier: Don Hillman, 


ratings—spot-by-spot in every market 
—and audience composition. Mr. Dun- 
ier says the ratings are sometimes at 
great varience with the pulling power 
of a commercial. But they often serve 


Kramer says that the summer 
months are the big months for Rayco 
products. It’s the time when drivers 
want to dress up the old car and also 
the time when most new cars are pur- 


data that were 
point-of-purchase 
questionnaires provided a profile of the 
market. By plotting addresses of cus- 
tomers on a map, the agency was able 
to determine the trading area of the 
store. By relating area to the price of 
the cover purchased, it was disclosed 
which areas gave the best sales. Pur- 
chase price also was related to media. 
It was discovered that no one media 
gave a better price customer, average 


And from past experience the com- 
pany can scientifically analyze a mar- 
ket for a new franchise right down to 


Besides Mr. Weiss, the major execu- 
tives at Rayco are Irving Levine, as- 
sistant to the president, Jules Rudom- 
iner, executive vice president and mar- 
keting director; Eli J. Goldberg, direc- 
tor of research, and Malcom Baum- 


also 
and 
My- 
and 
Joel 
Martin; William Jacoby, vice president 
Les Dun- 


executive radio-tv 





LET US BE YOUR 
NEW YORK OFFICE 


24-hour, 7 days a week, service 


specializing in tv and radio industry. 
PLAZA 9-3400 
Telephone Message Service 


Am 22 £. 56th St., New York City 








Jeanne Harrison, executive 


producer; 
radio-tv producer; Oliver L. Einstein, 
director of print media; Alfonso Mau- 
ro, director of production and traffic, 
and Lynn Diamond, time buyer. 

The agency has just completed a 


new series of commercials for Rayco. 
They will replace the long familiar 
jingle series now running. 

The one-minute and 20-second spots 
represent the best that money and tal- 
ent can buy and create. They feature 
a 15-piece New York studio band, four 
voices and elaborate film production 
out of Hollywood. The new score for 
the commercials goes so far as to intro- 
duce a few fresh and timely bars of 
west-coast jazz. The spots also have a 
more institutional approach than the 
company has used in the past. 


From Ground Up 


In effect, They 
reflect a company that has matured in 
a pioneer selling effort. 


they exude success. 


And it was 
done, as Mr. Kramer puts it, “from the 
ground up rather than from the Madi- 
son Avenue ivory tower down. 

“The outlook for Rayco Manufac- 
turing Co. and our system of fran- 
chised stores is very bright,” 
Weiss. 


—and we have a record of success for 


says Mr. 
“Nothing succeeds like success 


our operators that has no peer in the 
American business world. Actually, I 
feel that we are only at the threshhold 
of a new era of growth. The number 
of Rayco stores that can be opened up 
depends only on the results of our mar- 
ket 
tions, sales potentials and other factors. 
These sudies 


investigations, which cover loca- 
have become for us an 
exact science. Not only do I envision 
a continuing rise in the number of 
Rayco shops, but also I see each of 
those in business doing an increasing 
sales volume. We are insuring this in- 
first, by making 


the Rayco name a national image of 


crease in two ways: 


tremendous value through advertising 
and product satisfaction, and, second, 
by adding to the number of items sold 
operators. Right 
now, auto mufflers are being added to 
the Rayco line, and these will be a 
source of additional income for the 
stores.” 

And at the agency, talk of the future 
once in a while is getting around to 
the possibility of a network show one 


day. 


by our franchised 




















Hints (Continued from page 33) 


While gross billings are never an 
accurate index of ratings the com- 
parisons do indicate relative positions 
of the networks from a financial view- 
point at least. From this viewpoint, a 
comparison between Publisher’s In- 
formation Bureau figures for Decem- 
ber 1956 and December 1957 is of 
value (see table 3). 

Total gross billings for ABC-TV, 
of course, show the greatest change, 
with an increase of 28.6 per cent to 
$8.6 million. CBS-TV billings were 
up 7.8 per cent for a total of $21.9 
million, and NBC-TV was up 84 
per cent to $19.1 million. 

Totals for the year did not show 
nearly as great an increase for ABC- 
TV and NBC-TV, showing that both 
networks’ big gains came in the fall 
and winter season. ABC-TV was up 
8.3 per cent to $83 million for the 
year. CBS-TV gained 7.1 per cent to 
$239 for the year. NBC-TV was up 
3.2 per cent to $193.8 million. Com- 
parative nighttime and daytime bill- 
ings are shown in the table. 

All of this network data indicates 
that the base is broadening. Com- 
petition on this important program- 
ming level is the most vigorous in 


though they are unable to get the 
program with the top rating. The sec- 
ond- and third-rated programs may 
easily be within just a few percentage 
points of number one. 





Table 3: Average Evening Share Of 
Audience for four-or-more station mar- 
kets. 


(ARB Nov.-Dec. 1957) 


(December ) 

ABC-TV CBS-TV NBC-TV 
Chicago 28 #321 37h 
Detroit 24.9 27.55 28.9 
Los Angeles 17.1 @a7 227 
Minneapolis 23.1 35.2 315 
New York BSB. SL OT 
Philadelphia 36.6 344 278 
Phoenix oS 315. Ze 
Seattle 39.1 236 32.7 
Washington 26.3 34.1 33.6 
(November) 
Dallas-Ft. Worth 27.5 26.5 27.7 
Denver 28.1 32.0 35.3 
Average 26.1 30.9 294 


Four-or-more station market network 
station ranking—11 markets. 
Number of cities in: 





history, and buyers of spot adja- ABC-TV CBS-TV NBC-TV 
cencies would seem to have more op- _Ist place 2 6 3 
portunities than ever before for buy- 2nd place 2 3 6 
ing an important audience, even 3rd place 7 2 2 

Table 4: Total Gross Network Television Billings (000) 
(Publishers Information Bureau) 

December % Jan.-Dec. % 

1957 1956 Chg. 1957 1956 Chg. 

ABC-TV $ 8,615 $ 6,699 +28.6 $83,071 $ 76,726 +8.3 

CBS-TV 21,981 20,395 + 7.8 239,285 223,520 +7.1 

NBC-TV 19,146 17,667 + 84 193,846 187,921 +3.2 

Total $49,742 $44,761 +11.1 $516,202 $488,167 +5.7 

Nighttime gross network television billings (000) 

ABC-TV $ 6,072 $ 5,828 + 4.2 $ 70,010 $ 59,677 +17.3 

CBS-TV 14,384 12,694 +13.3 154,452 139,250 +10.9 

NBC-TV _ 13,040 12,183 + 7.0 134,769 134,446 + 0.2 

Total $33,496 $30,705 + 9.1 $359,231 $333,373 + 7.8 

Daytime gross network television billings (000) 

ABC-TV = $ _2,543 $ 871 +192.0 $13,061 $17,049 —23.4 

CBS-TV 7,597 7,701 — 14 84,833 84,270 + 0.7 

NBC-TV 6,106 5,484 + 113 59,077 53,475 +10.5 

Total $16,246 $14,056 + 15.6 $156,971 $154,794 +1.4 








Subliminal (Continued from 34) 


leading from that contemplated, pos- 
sibly expected and desired, stimulus 
to the automatic 
sponse. 


and inevitable re- 


It is impossible to sell the subcon- 
scious a bill of goods unless the 
mechanisms for accepting that bill 
already exist. These mechanisms, like 
the controls used in automation, must 
originally have been set up consciously. 
It is possible to select a certain card 
or tape in an automated factory and 
put it into a machine to produce auto- 
matically a product which the machine 
is capable of producing. And so it 
might be possible with subliminal 
television (possible, but rarely prac- 
ticable) to set a mechanism in motion 
by pushing the right button, provided 
the mechanism already existed and was 
capable by previous conscious training 
of moving in the direction suggested. 

A subliminal stimulus reaches a part 
of the receiver’s brain, where it may 
automatically be connected with a 
series of other ideas, which in turn are 
connected with associated or related 
material, until out of the complicated 
mass of suggested actions and con- 
templated alternatives, a specific move- 
ment may result, 

For example, the word “coke” may 
recall experiences with coke, experi- 
ences with other: beverages, a feeling 
of being thirsty, an inventory of thirst- 
quenching beverages in the house, a 
review of the attitudes of family and 
friends toward coke, pictures of places 
with coke signs, pictures of other signs 
— including beer signs—and it is alto- 
gether possible that if there is some 
beer in the ice box, the result will be 
that the person stimulated may get 
himself a bottle of beer! 

What is certain is that the chain of 
ideas started subconsciously will con- 
sist of ideas already in the mind, and 
that no new idea can be introduced in 
this way, nor can any unacceptable 
idea be made acceptable. Once a stimu- 
lus suggests an action which is unac- 
ceptable, the automatic chain is short- 
circuited because the card or circuit 
for the action suggested does not exist 
in the mind, and the chain cannot be 
put in motion by pushing a button un- 
less that button is connected to some- 
thing. 

(Continued on page 78) 
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Subliminal (Continued from 77) 


Imagine the results of a subliminal 
admonition to “drink ink” or to “eat 
grasshoppers.” Such a subconscious 
stimulus would suggest the act of eat- 
ing or drinking, leading to suitable 
associated ideas of foods and beverages 
and banquets and cocktail parties, and 
almost at the same time would start 
an entirely different chain of ideas 
associated with ink and grasshoppers 
which would be largely incompatible 
with the first chain. 

Two results might occur. The sub- 





New Weston 


MADISON AT 50TH 


English Lounge 
Meeting place 


Two of the finest hotels in New 
York are just “around the corner” 
from CBS, Dumont or NBC. 
Beautifully decorated rooms 
and suites for permanent 


Berkshire 


MADISON AT 52ND 


Barberry Room 
‘Where the celebrities 








conscious stimulus might be rejected 
out of hand, almost automatically, as 
we reject similar conjunctions of in- 
compatible suggestions which we get 
every day in our continuous contact 
with all kinds of printed and spoken 
symbols. Or the subconscious stimulus 
might be pushed into the conscious 
area of our mind for more careful ex- 
amination after it had failed to find a 
suitable way through the subconscious. 
Pavlov’s dogs have persuaded some 
of us that it would be possible to make 
us drink when we aren’t thirsty, and 
make us starve with plenty of food 
available if we could be subjected to 
the necessary conditioning techniques. 
This may be so, but let’s not confuse 
such an exaggerated technique, requir- 
ing months of carefully and completely 
controlled subjection of the person or 
animal being conditioned, with the 
subliminal suggestions we already ac- 
cept in most of our normal activities. 





Memo 


case.” Second, “limit inquiries from 
members of the legislative or executive 
departments to requests for status re- 
ports on pending applications, or 
simple appeals to expedite action.” 
Third, “declare all other forms of in- 
tervention improper, and impose harsh 
penalties on applicants employing 
them.” 

Mr. Udall fells confident that mem- 
bers of Congress themselves would 
“welcome” such rules, and he suggests 
that, if they were adopted, efforts to 
influence decisions would stop over- 
night. 


(Continued from page 75) 


PAY-TV HEARINGS. The action of 
the Senate Interstate Commerce Com- 
mittee in reporting favorably the reso- 
lution of Sen. Strom Thurmond of 
South Carolina on subscription tv 
would appear to make it quite un- 
animous that Congress is opposed to 











WHAT IS YOUR STATION REALLY WORTH? Dick Doherty’s “confidential” 
studies and reports supply expert and accepted station (radio/TV) appraisals for 
many financial institutions, owners and prospective buyers—used for tax purposes, 
estate planning and station refinancing. Write or phone for “Station Valuation 
Bulletin”: Richard P. Doherty, TELEVISION-RADIO MANAGEMENT CORPORA- 
TION, 1816 Jefferson Place, N.W., Washington, D. C.; District 7-1957. 
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the FCC authorization for a trial run. 
But the issue is by no means settled. 
Chairman Warren Magnuson intends 
to hold hearings this month on three 
bills before the committee to prohibit 
the pay service. Whether these hear- 
ings generate any sentiment for sub- 
scription remain to be seen. 





Maurer Named 


The new Cleveland office man- 
ager of Hamilton, Stubblefield, 
Twining & Associates is Jackson 
B. Maurer. The company is a 
brokerage dealing exclusively in 
tv and radio stations and news- 
papers. 

Mr. Maurer began his broad- 
cast career in 1935 with WHK 
Cleveland (his home town). In 
1946 he took leave of absence 
from the sales managership of tae 
station to form the Ohio network 
of 12 stations. 

In 1952 he bought wWHKK 
Akron, managing it until he sold 
it in 1957. 





Film 


well & Marcuse; -Detroit News (newspaper), 
direct; Detroit & Northern Savings & Loan 
Assn. (banking services), Luckoff & Way- 
burn; Automobile Club of Michigan (AAA 
services), Stockwell & Marcuse; Stroh 
Brewery Co. (beer), Zimmer, Keller & Cal- 
vert. 


ROGER WADE PRODUCTIONS 


In Production: Tasty Baking Co. (Tasty 
Kakes), Ayer; R. T. French Co. (birdseed) , 
Richard A. Foley; Minute Maid Corp. 
(malted mix), Bates. 


WILDING PICTURE 
PRODUCTIONS, INC. 


Completed: Miles Laboratories, Inc. (Alka- 
Seltzer), Wade; Texas Co. of New York 
(Texaco), C&W; Procter & Gamble (Oxy- 
dol), D-F-S; Aluminum Co. of America 
(Alcoa), F&S&R. 


WONDSEL, CARLISLE & 
DUNPHY 


Completed: Standard Brands, Inc. (Chase & 
Sanborn Instant coffee), Compton; Armour 
& Co. (franks), Ayer; J. A. Folger & Co. 
(instant coffee), C&W; Nestle Co., Inc. 
(Quik), McCann-Erickson; Prince Match- 
abelli, Inc. (Polyderm) , Morse International. 


In Production: Chesebrough-Pond’s, Inc. 
(Vaseline petroleum jelly), McCann-Erick- 
son; Narragansett Brewing Co. (King Size, 
Imperial Bottle), C&W; Warner-Lambert 
Pharmaceutical Co. (Virisan), Bates; Na- 
tional Biscuit Co. (Bev Instant Fizz drink, 
Uneeda Bev Instant Fizz drink), Bates; 
American Home Foods, Inc. (Chef Boy-Ar- 
Dee Pizza Pie Mix, Spaghetti & Meat 
balls), Y&R. 


(Continued from page 74) 




















TELEVISION AGE 


he most noticeable fact in the 

tv spot advertising picture at 
present is that this appears to be a 
time of opportunity for the “small” 
advertiser. 

With the exception of word of some 
activity from a few major concerns— 
Lever Bros., Procter & Gamble, R. J. 
Reynolds and one or two others—the 
preponderance of spot news right now 
comes from advertisers with infinitely 
smaller budgets. 

Several agencies report the ease 
with which they have obtained prime 
availabilities from stations, enabling 
them to place spots in time slots pre- 
viously sold out. With what seems to 
be a period of “planning and study” 
by heavy national spot concerns, the 
local and regional buyer is finding 
that, even though many long-time 
SRO shows are still booked solid, ex- 
cellent time can be purchased readily 
in most classifications. 

With good slots available, many 
companies are conducting small-scale 
test campaigns in localized markets— 
note Tuck Tape, French birdseed, 
Tenderfrost foods, 50 Rock ’n Roll 
and others below. 

Rather strangely, these weeks be- 
fore Mother’s Day and Easter, usually 
times of spot activity from the candy 
makers and florists, find several im- 
portant advertisers planning no tv 
campaigns. Both Fanny Farmer and 
Whitman chocolate companies, along 


March 10, 1958 


a review of 





REPORT 


current activity 


in national 


spot tv 


with Florists’ Telegraph Service, are 
ignoring spot. In the case of the 
florists’ organization, however, a net- 
work buy expended the television 
budget. The candy producers, though, 
are placing their budgets into other 
media, although both may come back 
into tv eventually. 

Makers of children’s candy continue 
to set schedules in several markets. 
These confectioners are always inter- 
ested in buys in top-ranked kids’ 
programs and have reported difficulty 
finding proper availabilities. 

On campaigns involving 40-50 mar- 
kets, Glamorene, Inc., is seeking the 
right openings on stations that can 
supply a family-type half-hour syn- 
dicated film: Gulf. Oil, Foster Grant 
sunglasses and the National Associa- 





Lou Rossillo, timebuyer at Regal Ad- 
vertising Associates, buys on various 
accounts including Exquisite Form, 


Silf Skin and MacF adden Publications. 


tion of Insurance Agents are also 
checking availabilities in similar large- 
scale campaigns. 

But basically the over-all situation 
makes it look like the opportune 
moment for stations to convince the 
local manufacturer and dealer to come 
into spot—the price is right, the time 
is available, and every station has 
“success stories” that prove the selling 
ability of tv. 


AMERICAN OIL CO. 
(Joseph Katz Co., N. Y.) 


Spot Report last Nov. 19 predicted a 
possible increase in spot activity for this 
advertiser if it dropped network sponsorship 
of Person to Person, as rumored. It’s 
definite now that March 7 is the last date 
for American Oil on the CBS-TV program. 
New films are being made, and the word 

is that all media plans are undergoing 
revision. Ed Fonte, media director, is 
the contact. 


B. T. BABBITT, INC. 
(Brown & Butcher, Inc., N. Y.) 


Reports that BAB-O will come into spot 
tv early in April seem well-founded, 
with films in minute and 20-second lengths 
being prepared. The market situation is 
vague right now, with the top 20 being 
considered. Rosemary Vitanza is the 
timebuyer. 


CONTINENTAL CAR-NU-BA 
CORP. 
(Product Services, Inc., N. Y.) 


As noted last issue, there was a possibility 
of extension on the four-week campaigns 
begun in Texas, Louisiana, Oklahoma 
and Florida for this company’s 6 MONTH 
FLOOR WAX. Results were good, and 
the schedules in 48 markets have been 
renewed for indefinite periods. Doris Gould 
is the senior timebuyer. 
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GETTING THE MOST FROM 












































Good Films are 
Only HALF the story 


if you have complete system equipment to provide 
showmanship in your film programming, you'll be ready 
for bigger film profits. That's why it's a good idea to 
take a long look at your station's film room facilities 
before you invest a lot of money in films. 
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9M) YOUR FILM DOLLAR... 
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How an RCA Film System 
Will Enable You to Spark 
== and Hold Viewer interest 





Here’s how one of the most successful users of film shows gets excellent 
results. He employs several carefully planned steps made possible by 

the use of an extremely versatile film system. First, the program 

starts with a 20-sec. film commercial followed by a 10-sec. VSI—fading 
to a 30-sec. film teaser strip. The feature is then announced with a 
super-imposed “presentation” slide with record music. Feature is 
begun and film commercials are inserted at appropriate times 

to the end of the showing. This kind of expert programming 

that sustains audience interest is only possible with the proper 
combination of film equipment. 


You have creative people who can do a similar job for you if given 

the right tools. An RCA Film System will provide them with these tools. 
It will enable you to offer a variety of film presentation formats for 
sparking and sustaining program interest. It will also help 

you prepare for future expansion. 


Lack of long-range planning will obsolete equipment 
before its time . . . leave you unprepared for color. 
Investigate the quality and cost-saving of an RCA Film 
System—we'll be glad to help you check at typical 
stations. And ask the RCA Broadcast Representative to 
show you our latest film literature. 





RADIO CORPORATION of AMERICA 
BROADCAST AND TELEVISION EQUIPMENT 
CAMDEN, N. J. 





Tmk(s) @ 


In Canada: RCA VICTOR Company Lid., Montreal 
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— PRODUCTS REFINING 
0. 
(C. L. Miller Co., Inc., N. Y.) 


Some new films are currently being made 
for MAZOLA oil, with indications that 
they will be used on network programs. 
However, there is an outside chance for 
some future spot activity. Frank Delaney is 
the timebuyer. 


DALE DANCE STUDIOS 
e WV oY jam Warren, Jackson & Delaney, 
ep 


A 13-week schedule of filmed minutes, 

10 week, started late last month in 
Philadelphia to promote a special offer. 
The company has 40 studios in scattered 
markets, and there is a chance for 
additional business, although the budget 
is primarily going into radio now. Steve 
Jackson, tv-radio director, is the contact. 


DELSON CANDY CO. 
(H. B. Humphrey, Alley & Richards, 
Inc., N. Y.) 


This account was just taken over by 
the agency and is currently running spot 
radio schedules. Ransom Dunnell, 
tv-radio director, notes that tv spot could 
be a possibility in the future. 


DRO, INC. 
(Kenneth Rader Co., N. Y.) 


This manufacturer of DRO, VAM and 
#49 insecticides is presently running 
spots on two New York stations and will 
add two more the first of April. Live 
ID’s, 20’s and 30’s are used. Packages are 
being redesigned, and, when this is 
finished shortly, the company plans an 
expansion into New England. Kenneth Rader 
is the contact. 


DRUG RESEARCH CORP. 
(Kastor, Farrell, Chesley & Clifford, 
Inc., N. Y.) 


Adding to the schedules noted last issue 
for REGIMEN, about 15 new markets 
were given 13-week campaigns beginning 
the first of this month. Markets are 
scattered and include Oklahoma City, 
Phoenix, El Paso, Denver, Tucson and 
Memphis. Beryl Seidenberg is the 
timebuyer. 


EXQUISITE FORM BRASSIERE, 
INC. 


(Regal Advertising Inc., N. Y.) 


As noted last issue, this firm is continuing 
to add to its impressive total of about 

175 markets and will kick off a 

contest May 1 that will use a one-minute 
commercial daily in each market. Time 
costs are placed at $1% million, but barter 
and/or film-and-cash deals account for a 
lot of insertions. All regular spots in all 
markets will include a 10-second 
announcement on the contest. Charles 
Weigert, v.p. and general manager, 

is the contact. 


FANNY FARMER CANDY 
SHOPS, INC. 
(Rumrill Co., Inc., Rochester) 


Although having used spot tv in the past, 
particularly around this time of year for 
Mother’s Day and Easter activity, the 
current plans call for radio buys only. 
The account switches media often, 
however, and tv may be back shortly. 
William Weller is the timebuyer, 








Agency Timebuying Assignments* 


J. WALTER THOMPSON CO., N. Y. 


Media director: Arthur Porter, v.p. 
Media manager: Richard P. Jones. 


Associate media directors: Philip Birch, Jack Green, Ruth Jones, Richard P 
Jones, Robert Lilien, James Luce, Anne Wright. 


Broadcast and station-relations supervisor: Ruth Jones. 
Ford over-all media analysis: Carroll Hudders. 


Timebuyers: Polly Allen, Marie Barbato, Joe Barker, Paul Bures, Tom Glynn, 
Robert Gorby, Jay Goshen, John Gray, Ed Green, John Keefe, Mario Kricher, 
Michael LaTerre, Gloria Mahaney, Frank Marshall, Peg McAulay, Allan Sacks, 
Sam Scott, Carrie Senatore, Jayne Shannon, Joan Shelt, John Sisk, Nancy 
Smith, Ann Soulen, Dorothy Thornton, Beverly Turner, Harold Veltman, 
Richard Vorce, John Waterman. 


Media research: Carroll Hudders; broadcasting analysis: Lucian Chimene-J ames 
Gessner; department administrator: Marian Dyar. 


Each associate media director at J. Walter Thompson supervises a number 
of accounts. The following is a list of associate media directors, their accounts 
and the timebuyers assigned to each of these accounts. 


Philip Birch: ALUMINIUM LTD., AMERICAN GAS & ELECTRIC, ASSO- 
CIATION OF AMERICAN PLAYING CARDS, ASSOCIATION OF RESERVE 
CITY BANKS, FRANCIS I. DU PONT, FARRELL LINES, MASSACHUSETTS 
MUTUAL LIFE INSURANCE, NATIONAL ASSOCIATION OF INVESTMENT 
COS., NEW HOLLAND MACHINE, U. S. LINES, U. S. PLAYING CARD CO.; 
Shannon. EASTMAN KODAK CO., ONEIDA, LTD., W. F. YOUNG; Shannon- 
Allen. SHELL CHEMICAL CO.; Shannon-Barker. SHELL OIL CO.; Shannon- 
Barker-Green-Goshen-LaTerre-Mahaney-Senatore-Shelt. 


Jack Green LEVER BROS.; Glynn-Sisk-Gray-Soulen-Scott. 
Ruth Jones: ATLANTIS SALES, SYLVANIA ELECTRIC PRODUCTS; 


Barbato-Bures. 
Richard P. Jones: SCOTT PAPER CO.; Barbato-Waterman. 


Robert Lilien: ASSOCIATED HOSPITAL SERVICE (Blue Cross), BOYLE- 
MIDWAY, CHURCH & DWIGHT CO., INSTITUTE OF LIFE INSURANCE, 
McGRAW-EDISON, H. F. RITCHIE INC. (Scott’s Emulsion), WARD BAKING 
CO.; Marshall-Kircher. DEVOE & RAYNOLDS, IRVING TRUST CO., NEW 
YORK CENTRAL RAILROAD CO., NORTHEAST AIRLINES, OWENS-ILLI- 
NOIS GLASS CO., PUROLATOR PRODUCTS, INC., STANDARD BRANDS 
INC.; Marshall-Veltman. READER’S DIGEST; Marshall. J. WALTER THOMP- 
SON (house advertising) 


James Luce: FORD MOTOR CO.; Sacks-Keefe-Thornton. FORD DEALER 
ADVERTISING ASSOCIATIONS; Vorce-Green-Goshen-LaTerre-Mahaney-Sena- 
tore-Shelt. FORD, ENGLISH BUILT; Sacks-Keefe. SEVEN-UP (New York 
area); Vorce. 


Anne Wright: AQUASCUTUM, LTD., BURLINGTON INDUSTRIES, FIELD- 
CREST MILLS, INC.; Smith-McAulay. BRILLO MANUFACTURING CO.; 
Smith-Turner-Gorby. CHESEBROUGH-POND’S, INC., MENTHOLATUM CO.; 
Smith-McAulay-Gorby. CROMPTON-RICHMOND, JOHNS-MANVILLE, PAN 
AMERICAN GRACE AIRWAYS, PAN AMERICAN WORLD AIRWAYS; 
Smith-Turner. U. S. BREWERS FOUNDATION, WOOL BUREAU; Smith. 





* This is a revision of the chart which appeared in the Dec. 3, 1956 issue of 
TELEVISION AGE. 








FRED FEAR & CO. 
(Ted Bernstein Associates, N. Y.) 


A 12-minute film on Easter-egg coloring 

is being distributed free to stations to 
promote CHICK-CHICK dyes. Company 
expects about 60 stations to carry the 

film, which is being made available in color 
for the first time. Ted Kaufmann, tv-radio 
director, is the contact. 


FLORISTS TELEGRAPH 
DELIVERY SERVICE 
(Grant Advt., Inc., N. Y.) 


Last year about this time the florists’ 
organization set several schedules for Easter 
and Mother’s Day business. Now, however, 
beginning March 21, it takes alternate- 
week sponsorship on CBS-TV’s Person to 
Person, and the buy completely absorbs 

any possible spot budget. (See American 








a 














Bob Nathe, executive producer at 
Doherty, Clifford, Steers & Shenfield, 
Inc., supervises Ipana Plus, Vitalis and 
Mum Mist commercials, among others. 


Oil item above on the Edward R. Murrow 
program.) Thomas Ellis, media director, 
is the contact. 


R. T. FRENCH CO. 
(Richard A. Foley, Inc., Phila.) 


This company has begun testing tv spot 

for its birdseed in one midwestern 
market. Results apparently are good, 

as additional films are in preparation, and 
expansion looks probable. Alice Mooney 

is the timebuyer. 


GENERAL FOODS CORP. 
(Young & Rubicam, Inc., N. Y.) 


A number of brief two-week campaigns on 
INSTANT SANKA began running in 
scattered major markets the first of last 
month, with new schedules a Sas added as 
ping oo ep appeared. minutes 
are being used. Kay Brown is vem 
timebuyer. 


GLAMORENE, INC, 
(Product Services, Inc., N. Y.) 
To supplement its network Treasure Hunt 


schedules, this maker of rug-cleaners 
is looking for half-hour syndicated films 


in about . markets. It has already 
picked , i, heriff o Ke hg on wosu New 
Orleans for 13 starting about 

issue date, and seeks additional family- 
type shows in prime night availabilities. 
Mort jaw — s. a, wants the 


followi Davenport, 
Louisv il‘ Atlanta, Jackson scone, Mant, 


Fresno, Sacramen salah, 
Saginaw, Sioux cit , bk, Austin, 
Shreve- 


caster, Dayton, aeocennien, —_——_ 
Syracuse, ‘~~ ry, 
Conmealan, icuene, Saat Carlie Mobile, 
Erie, Knoxvill 


FOSTER GRANT CO., INC. 
(Reingold Co., Inc., Boston) 

This maker of sunglasses has hedul 
in Miami oad Tampa, with fay 
to be anne ly issue date. 
uring we and June an additional 50 


I be picked up. wavqoancion and 


— of cam vary in each market, 
but total is about $150,000. 
Rosemary director, is 
the contact. 

GULF OIL CO. 


(Young & Rubicam, Inc., N. Y.) 


The gasoline company will begin schedules 
about the middle of this month, possibly 
in as many as 40 markets. Night minutes 
will be primarily used, with some 20's, 
and most campaigns will be set for 13 
weeks. Frank Grady is the timebuyer. 


HENRY HEIDE, INC. 
(Kelly, Nason, Inc., N. Y.) 


Schedules in aay, shows started the 

end of February 0, New York, 
Philadelphia at , ny vith ly 
Washington and St. Louis to be added later. 
The candy yg a ge places 13-week 
campaigns o minutes in Leet 
frequencies. Wales Simons is the 
timebuyer. 


HUMBLE OIL & REFINING CO. 
(McCann-Erickson, Inc., Houston) 
This concern, which has used programs 





Personals 


MORT REINER has been named media 
supervisor at Product Services, New York, 





MORT REINER 


replacing MARVIN RICHFIELD, who has 
gone to Warwick & Legler as buyer recom- 
mending on all media. 


TED MEREDITH, formerly director of 
market development at Griswold-Eshleman 
in Cleveland, has been appointed a media 
group supervisor at BBDO, New York. He 
replaces AL COPELAND, who has joined 
the Chicago office of Needham, Louis & 
Brorby as an assistant media director. 


STANLEY STARR, formerly with Walker 
Saussy Agency, New Orleans, has joined the 
Richard L. Mimms Agency, Houston, as 
tv-radio media director. 


JOHN E. ROONEY has been appointed 
media director at the Philadelphia office 
of EWR&R. 


MILTON SLATER has joined Leo Bur- 
nett, Chicago, as a broadcast supervisor. 


MISS PAT GRAY, senior timebuyer, and 
ROY MacLEAN, buyer at Arthur Meyer- 
hoff & Co. in Chicago, have resigned to join 
Mohr & Eicoff, that city. 











Here’s Why 


It 
KQTV 


for Northwest lowa 


“In Britt 65% view KQTV” 


“For NBC programs KOTV is the sta- 
tion we rely upon. The continuing certi- 
fied sidewalk survey which I supervised 
proved this.” 

A. F. Driste 


Council Member 
Britt, lowa 


Put your advertising dollars — 
where they count — on KQTV- 
NBC for Northwest lowa. 





KQ 


Fort Dodge, lowa 


Ed Breen, Manager 
Represented by: 
John E; Pearson Co. 





The continuing certified sidewalk survey 
certified by mayors, councilmen, chiefs of 
police as of December 14th, 1957 covers 12 
counties, 30 cities shows 49,932 KQTV 
homes. 
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in the » is reportedly requesting 
availabilities for spot schedules in Texas 
to begin this month. Joseph B. Wilkinson, 
manager, is the contact. 


INTERNATIONAL SHOE CO. 
(D’Arcy Advertising Co., Inc., N. Y.) 


Some activity is indicated for RED GOOSE 
shoes, with a five-week schedule reportedly 
set on KOLO-tv Reno to begin this week. 

H. K. Renfro, tv-radio manager, is the 
contact. 


LAWRENCE LABORATORIES 
(Kenneth Rader Co., N. Y.) 


The manufacturer of SULFOAM shampoo 
will begin a test in the New York area 
shortly, using live spots on the Tex and Jinx 
show via wrca-tv. The company has 
distribution eastward from Chicago, and if 
the test pulls well, there will be added 

spot business. Kenneth Rader is the contact. 


LEHN & FINK PRODUCTS 
CORP. 
(McCann-Erickson, Inc., N. Y.) 


Word is out that the maker of ETIQUET 
PINK STICK and new ETIQUET PINK 
SRAY deodorant will use tv in a number 

of markets to back its annual half-price 
sale. Exact activity is vague at this 

time with a possibility only cut-ins on 
network programs by local dealers will be 
used. Jay Schoenfeld is the timebuyer. 


LEVER BROS. CO. 

(Foote, Cone & Belding, Inc., N. Y.) 
It’s been reported elsewhere that recent 
cancellation of radio spots for PEPSODENT 
might result in added tv spot buys. 
Although no definite activity was under 
way at press time, the agency admits it is 
“always thinking about other media” and tv 
spot is a “possibility.” Richard Pickett 

is the timebuyer. 

LEVER BROS. CO. 

(Ogilvy, Benson & Mather, Inc., N. Y.) 
Some activity is currently under way in 
selected markets for LUCKY WHIP. 

Walter Kashen is the timebuyer. 


NATIONAL ASSOCIATION OF 
INSURANCE AGENTS 
(Doremus & Co., N. Y.) 


As noted last issue in Tele-Scope, this 
organization has made its debut in network 





WDXI-TV 


JACKSON, TENNESSEE 











Covering half million 
people in the mid-South 


CHANNEL 7 = 
Represented by Venard, = 
Rintoul & McConnell, Inc. = = 
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UNTILL 








Sam Scott of J. Walter Thompson cur- 
rently is buying on Lever Bros. prod- 
ucts including Stripe toothpaste. 


spot, buying the NBC-TV Today show in 
128 markets. In addition, spot time will be 
bought on 40 stations not carrying the 
network program. Filmed minutes in 
mainly evening time will be used in a 
couple of flights totaling about 13 weeks. 
Vince Coryell, tv-radio director, is 

the contact. 


NORWICH PHARMACAL CO. 
(Benton & Bowles, Inc., N. Y.) 


Action is indicated very shortly in quite a 
few major markets for PEPTO-BISMOL. 
Availabilities were being checked at 
press time, and schedules should be 
running now. Helen Kowalsky is the 
timebuyer. 


PABST BREWING CO. 
(Norman, Craig & Kummel, Inc., 


N. Y.) 


Schedules running up to 17 weeks are 
currently under way in a number of markets 
for this beer, with Milwaukee naturally 
included. Gladys York is the timebuyer. 


PENNINGTON’S GREEN 
(Madison, Ga.) 
(Direct) 


It’s reported this lawn seed will be 
advertised via “fairly extensive” spot 
schedules in its distribution area in Georgia 
and South Carolina. Brooks Pennington 

Jr. is the contact. 


PEZ-HAAZ, INC. 
(Pace Advertising, Inc., N. Y.) 


The first of this month saw schedules 
begin for this maker of children’s candy- 
filled novelties in New York and Chicago, 
with some additional Baltimore business 
set for April. Split flights totaling about 

13 weeks are placed. Live spots in 
children’s shows are used, two-three an- 
nouncements per week. Sid Kallner 

is the timebuyer. 


PIONEER FLOUR MILLS 
(Fitzgerald Advertising, Inc., 
New Orleans) 


It is reported that spot schedules are 
under consideration in several Texas 
markets. The flour company. is located in 
San Antonio, and Laredo would probably be 
a market also. William H. Thomas 

is the agency’s tv director. 


PROCTER & GAMBLE CO. 
(Compton Advertising, Inc., N. Y.) 


Schedules of minutes in numerous markets 


are reported set for DUNCAN HINES 


products, running from the first of this 


month through the year in many instances. 


Lee Leahy is the timebuyer. 


PROCTER & GAMBLE CO. 
(Dancer-Fitzgerald-Sample, Inc., 
N. Y.) 


Some slight activity on OXYDOL is 
reported in various markets. Walter Teitz 
is the timebuyer. 


QUALITY BAKERS OF 
AMERICA COOPERATIVE, INC., 
N. Y. 

(Direct) 


This organization has just picked up 
co-sponsorship on Sea Hunt in Charlotte. 
C., and is setting spot schedules in 
various markets now. Steve Siddle Jr., 
media director, is the contact here, with 

Sam Glickman serving as timebuyer. 


R. J. REYNOLDS TOBACCO CO. 
(William Esty Co., Inc., N. Y.) 


CAMEL cigarettes is picking up co- 
sponsorships on half-hour syndicated shows 
in around 60 markets, reportedly markets 

of important size, but not major ones, 

in order to give added impetus to their 
network shows. Dick Driscoll is the 
timebuyer. 


ROCHESTER HEALTH 
FOUNDATION 
(Campbell-Mithun, Inc., N. Y.) 


This organization, currently running 
alternate-week sponsorship of Harbor 


Command on wvet-tv Rochester, will add a 


26-52 week spot schedule on wroc-Tv 

in that city starting March 15. Live and 
filmed minutes, with as many as 18 spots 
per week, will promote fluid milk sales. 
Don Coleman, account executive, is 

the contact. 


CHESTER H. ROTH CO., INC. 
(Daniel & Charles, Inc., N. Y.) 


A new-to-spot advertiser, SUPP-HOSE 
stockings, has started campaigns on 
wrca-tv New York and wnsqQ Chicago. 
Schedules .are to run through the spring 
season, with about 35 filmed minutes and 
20’s running per week on each station. 
This is described as just the beginning 

of a good-sized campaign, with more markets 
to be added soon. Bernice Gutman 

is the timebuyer. 


SANDURA CO., INC. 
(Hicks & Greist, Inc., N. Y.) 


There are indications in several markets 

of new activity for SANDRAN floor 
coverings. Filmed minutes are being used in 
daytime slottings, with New York City 
among the markets. Vince Daraic 

is the timebuyer. 


TALLIE HOME APPLIANCE 
CHAIN, Wichita 

(Direct) 

This company just purchased a 52-week 
schedule of daily newscasts and spot 
announcements on KARD-Tv Wichita, reported 
as one of the largest local tv orders 
contracted in the market. Bob Tallie, 
general manager, did the buying. 


TASTY BAKING CO. 
(N. W. Ayer & Son, Inc., Phil.) 


Indefinite schedules have been set on 
WFIL-Tv and wrcv-tv Philadelphia for 
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IN THE PHILADELPHIA MARKET... 


WHICH GOES TO WORK FASTER? 


Most advertisers agree... WCAU-TV is the fastest way to better sales! They choose the station that 
offers a combination of priceless ingredients. ..deeper penetration ...greater acceptance... effective 
merchandising effort...and low cost per thousand. Right now 4 prime nighttime spots net 
you 2 out of 3 Philadelphia TV homes a week. The cost per 1,000 families is less 
than a couple of bottles of your favorite headache tablet. 


Sales are better, faster, when you buy 


WCAU-TV 
... the station that means business in Philadelphia 


Represented Nationally by CBS-TV Spot Sales 
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NEWS 
BEAT 


FIRST MAJOR 
NEWS AND 
COMMENTARY 
OF THE 
EVENING IS 


AVAILABLE 
TO YOU TO 
REACH THE 
BALTIMORE 
MARKET! 


Headlines and observations by John 
F. Lewis is the first local show with 
film newsreel to hit the early even- 
ing market. It’s available for full 
sponsorship or 1-minute participa- 
tion. Mon. thru Friday at 6:30 p.m. 


WBAL-TV 


Channel 11- Baltimore 


Nationally Represented by 
Edward Petry & Co., Inc. 








TASTYKAKES, Minutes and 20’s are used, 


with placements kicking off the first of 
this month. Isabel Ziegler is the 


timebuyer. 


TECHNICAL TAPE CORP. 
(Product Services, Inc., N. Y.) 


What is described as a “three-way market 
test” is | set in central California 
for a new TUCK TAPE product. Three 
different packages are involved in the 
schedules. Les Persky is the timebuyer. 


TENDERFROST, INC. 
(Storm Advertising Co., Inc., 
Rochester ) 


This is a new line of frozen foods, and 
present plans call for a spot tv test campaign 
starting possibly this month in three-four 
states, including New York. Films are 
being prepared for minutes, 30’s, 20’s and 
ID’s and could be shown in as many as 

five cities per state. Morry Storm, account 
executive, is the contact. 


WAGNER CORP. 
(Blaine-Thompson Co., Inc., N. Y.) 


A 13-week schedule for MRS. WAGNER’S 
PIES began running in mid-February on 
Detroit’s Lady of Charm program. Two 
five-minute live participations a week were 
set. Claire Crawford, tv-radio director, 

is the contact. 








Day Efficiency 


Daytime tv delivers a sales 
message with 67 per cent more 
efficiency than nighttime. 

The statement is part of a new 
promotion piece by H-R Tele- 
vision, Inc., the national repre- 
sentative firm. 

The 12-page illustrated book- 
let points out that daytime, on a 
ten-plan basis, costs about a fifth 
of prime time while sets-in-use 
are about a third of the night- 
time total. 

Close to 7 million women view 
tv in the average daytime quarter 
hour, the booklet says. That’s 
more than the total circulation 
of any weekly magazine or any’ 
woman-appeal publication. 

There also is a section showing 
how major advertisers have in- 
creased sales by switching to day- 
time spot schedules. 

The figures are taken from re- 
search by Procter & Gamble, 
ARB, A. C. Nielsen and Daniel 
Starch & Staff. 








Peters, Griffin, Woodward Inc. award 
as “Television Colonel of the Year” for 
1957 goes to W. Donald Roberts Jr. 
(center) of the representative firm’s 
Chicago office. With him are (left) 
William J. Tynan, midwest sales man- 
ager and H. Preston Peters, PGW 
president. Television colonelette awards 
were made to Miss Murial Schlanger 
and Mrs. Helene Brooks, both of New 
York. The winning colonel receives a 
scroll, and an increase in salary. 
Colonelettes receive inscribed silver 
cigarette cases, a $1,000 cash bonus 
and salary increases. 


WHITE FROST CHEMICAL CO. 
(Kastor, Farrell, Chesley & Clifford, 
Inc., N. Y.) 


A two-week test campaign for WHITE 
FROST SPOT REMOVER has just wound 
up in Binghamton, N. Y., and the 
company expects to set additional 
schedules in Rochester, Buffalo, Syracuse, 
Albany and Utica. Minute films are used. 
Beryl Seidenberg is the timebuyer. 


WHITE HOUSE CO. 
(Victor & Richards, Inc., N.Y.) 


A five-market test campaign is on now 

for a new record from the producers of 
21 TOP HITS. Disc deal is called 50 ROCK 
’N_ROLL, .and minute films are running 

in Port Arthur, San Antonio, Atlanta, 
Nashville and Albany. The company buys 
for one week and renews as long as the 
orders come in. Look for expansion into 
other markets here. Lucille Widener 

is the timebuyer. 


STEPHEN F. WHITMAN & SON, 
INC. 
(N. W. Ayer & Son, Inc., Phila.) 


In the past this candy manufacturer has run 
special spot tv schedules for Mother’s 

Day and Easter campaigns. This year, 

other media is under consideration, and 
spot activity looks very doubtful. 

Isabel Ziegler is the timebuyer. 


J. B. WILLIAMS CO. 


~(Parkson Advertising, Inc., N. Y.) 


Although noted in Spot Report last 
November that KREML planned a spot tv 
test in a few markets almost any minute, 
the agency is still formulating plans. Word 
is now that the test is expected “soon.” 
Ruth Bayer is the timebuyer. 
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FOR WHOM THE BELL TOLLS. 
The size of Mother Bell—more for- 
mally known as the American Tele- 
phone & Telegraph Co.— is so great 
that it’s stretching logic to contend 
that its future is dependent on the 
future of television. Yet there is a re- 
lationship and an important one. It’s 
more important to the tv industry than 
to Bell im an operating sense. But 
there’s no doubt there are many aspects 
of the growth of television that gladden 
the hearts of Bell executives. There are 
many more to come that promise even 
richer rewards. 

In its report for the 1957 fiscal 
year the Bell System gives stockholders 
a tantalizing glimpse of wonders of 
the future, some of which are encourag- 
ing to tv investors. 

There are over 52,250,000 telephones 
in service, a jump of 2,815,000 over 
the 1956 total. Considering the fact 
that A. G. Bell invented his talking 
contraption back in 1876, its rate of 
growth is not remarkable when con- 
trasted with the two other milestones 
of consumer convenience and pleasure 
—the automobile and the television 
set. There are some 43 million tv sets 
in use and 55 million automobiles (not 
counting another nine million or more 
trucks, buses and fleet cars.) Since, 
in the U. S., the phone had a 17-year 
headstart on the auto and a 65-year 
lead on tv, it may be conceded that the 
growth of the video medium has been 
at .a fantastic pace. 

Yet to a great extent—particularly 
in radio and later in television—the 
phone system pioneered some of the 
technical and social groundwork that 
made the acceptance of the auto, radio 
and television developments move at a 
much more rapid pace. 


KEY CABLE FACTOR. In the video 
field the Bell System has been a key 
factor with the installation of its famed 
coaxial cable. Today the Bell-linked 
network touches 358 cities, embraces 
over 500 tv stations. As the number of 
stations increases, so does the demand 
for use of the coaxial cable, steadily 
pouring more revenue into Ma Bell’s 
apron pockets. 


Wall Street Report 





However, in the ten years since the 
start of network telecasting, the Bell 
System has poured over $250 million 
into facilities and equipment for the 
networks, an amount at least equaling 
the original investment in stations and 
equipment by the tv industry itself. 
Nor is it the end of AT&T’s investment. 

It has had to set up facilities for 
what is termed the “fourth network,” 
the facilities for sports telecasting. This 
operation, functioning outside of the 
three major networks, is constantly 
growing, and its use is expected to 
jump sharply in the 1958-1960 period. 

At the same time, the development 
of tape recordings of programs has 
added a whole new burden for the 
telephone company. Now a sponsor 
who wants uniform hourly programm- 
ing across the country can obtain it 
with the use of tape. However, when 
there’s a time difference in one region, 
with one city on daylight-saving time 
and another city on standard time, 
the program must be re-transmitted to 
the standard-time stations while the 
network is sending its regular program 
to the other stations. This means, in 
effect, setting up duplicating channels. 


DUPLICATION PROBLEM. Since 
it’s possible all three networks could 
have the same duplication problem at 
the same time, AT&T must set up dup- 
licating facilities for each network, or 
the equivalent of six network facilities. 

There’s a touch of irony in this job. 
The AT&T boys thought they had com- 
pleted most network problems last 
fall when within a three-year period, 
(from the inception of compatabile 
color on Jan. 1, 1954) they converted 
99 per cent of all facilities to color 
transmission. Now they find they must 
start a whole new project on an even 
larger scale. 

Moreover, bristling on the horizon 
are a couple of other projects that may 
add to their burden. If the toll-tv pro- 
ponents carry the day somewhere along 
the line there are two-possible methods 
of carrying toll-ty programs: on a 
wired ‘basis or telecasting over the 
conventional channels. Either way will 
involve the telephone company. The 


wiring method would, of course, mean 
additional work and outlay for equip- 
ment. The conventional method would 
use the existing network. Whether it 
would require additional facilities is 
too early to predict, but it would 
certainly bring added revenue to the 
phone company. 

The other prospect is international 
television. The U. S. is already ex- 
changing programs with Canada, Mex- 
ico and Cuba. On land transmission 
the telephone company ‘brings the tele- 
cast to the border and then the other 
nation adds its facilities. 

In the case of trans-water trans- 
mission AT&T and IT&T pioneered 
over-the-horizon telecasting. In the U. 
S.-to-Cuba operation, for example, 


AT&T and ITST are fifty-fifty partners. 


TRANSATLANTIC TV? But Cuba 
is a special situation. The prospect 
that fires the imagination is, of course, 
telecasting between the U. S. and Eu- 
rope or the U. S. and Asia. This is a 
different problem. Again there are two 
approaches: by cable or by microwave. 
The cable operation is a more conven- 
tional approach, comparable to the 
telephone cable AT&T now uses (an- 
other one is being laid), but econom- 
ically it does not have the same 
strength as the phone cable. 

Involved in any consideration of a 
transatlantic tv cable is the frequency 
use of the facility. The telephone cable 

(Continued on page 95) 
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Children (Continued from page 26) 


Claires), are currently on the following 
stations: 

w-TEN Albany; KGGM-Tv Albuquer- 
que; WABI-TV Bangor; WBRZ Baton 
Rouge; WHDH-Tv Boston; wer-Tv Buf- 
falo; wen-tv Chicago; wtvn-tTv Co- 
lumbus, Ohio; wFAA-Tv Dallas; woc-TVv 
Davenport; wrvp Decatur; KBTv Den- 
ver; WHO-tv Des Moines; WWJ-TV 
Detroit; wsjv Elkhart; KFSA-Tv Fort 
Smith, Ark.; wkjc-Tv Fort Wayne; 
woop-tv Grand Rapids; wNnct Green- 
ville, N. C.; wsaz-tv Huntington, W. 
Va.; WFBM-TV Indianapolis; WFGA-TV 
Jacksonville; wyac-Tv Johnstown; 
KMBC-TV Kansas City, Mo., and WATE- 
TV Knoxville. 

Also on the Romper Room list are 
WGAL-TV Lancaster; KLRJ-TV Las 
Vegas; KTLA Los Angeles; WCKT 
Miami; witi-tv Milwaukee; WSIX-TV 
Nashville; wasp New York; WVEC-TV 
Norfolk, Va.; wpBo-Tv Orlando, Fla.; 
KVAR Phoenix; wcsH-Tv Portland, 
Me.; wpRo-Tv Providence; WSLS-TV 
Roanoke; KCRA-Tv Sacramento; KSL- 
Tv Salt Lake City; Kctv San Angelo, 
Tex.; wpDAU-Tvy Scranton; WWLP 
Springfield, Mass.; KTTS-Tv Spring- 
field, Mo.; KTv1 St. Louis; WMAL-TV 
Washington; wrrr-Tv Wheeling, and 
KAKE-TV Wichita. 

Another live syndicated children’s 
show, although on a less widespread 
basis than Romper Room, is Junior 
Auction, which is telecast by WCYB-TV 
Bristol, Va., at 10 each Saturday morn- 
ing with “considerable success,” ac- 
cording to program director and pro- 
motion manager Frank Spaulding Jr. 
This session is a simply contrived pro- 
gram on which youngsters bid for 
various prizes, mostly toys, via points 
given for collecting product labels. 

WCYB-Tv’s most popular offering for 
the small fry—“indeed, the most popu- 
lar children’s program in our entire 
area,” says Mr. Spaulding—is Looney 
Tunes, interspersed with live program 
material, aired at 5:30-6 p.m. week- 
days. Children are invited to visit the 
studio on their birthdays and to join 
the Looney Tunes Club, membership 
in which has now reached 14,000, a 
testimonial to the show’s appeal in its 
slightly over a year on the air. 

wmtT-Tv Cedar Rapids, Iowa, has a 
live-and-film western program for kids, 


called The Marshal “J” Show and pro- 
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duced and emceed by a 64” cowboy 
named Jay Alexander, which is now in 
its fourth year on the station. Marshal 
“J” meets with his young “deputies” 
for 45 minutes every weekday at 4 p.m. 
and regales them with horse-opera ex- 
citement, Popeye cartoons, space 
stories, rodeo cowpokes, guests, talks 
on horses, cattle and gun safety. 
wsoc-Tv Charlotte, N. C., carries two 
moppet shows—Jack Parker’s Kid 
Stuff, Saturday mornings at 9:30, fea- 
turing a studio audience of youngsters, 
gifts from participating sponsors, prize 
contests, refreshments and a weekly 
fairy tale by the “Fairy Princess”; and 
Popeye and His Friends, weekdays 
from 6 to 6:30 p.m., offering, in addi- 
tion to the Popeye shorts, puppet acts 
and some smoothly executed friendly 
philosophy by host Jack Callaghan. 


WBBM Lineup 


Three programs highlight the pitch 
made by wBBM-Tv Chicago to capture 
the interest of the Windy City’s juve- 
nile audience. Perhaps the most im- 
portant of the trio is Susan’s Show, 
Monday through Friday from 4 to 4:30 
p-m., if for no other reason than that 
its star, 12-year-old Susan Heinkel, has 
been the subject of magazine pieces in 
Time, Life and Look. 

The little lady’s considerable talents 
are framed in an imaginative format 
of magical fantasy mixed with Popeye 
cartoons, a magic kitchen stool, a spe- 
cial ice-cream-producing box, a dog 
named Rusty and a cantankerous “talk- 
ing table” called Mr. Pegasus, the only 
other voice on the program. 

WBBM-Tv’s Saturday-morning kid 
show, at 8-8:30, features Ray Rayner 
in a stanza of comic variety that in- 
cludes movies, records, cartoons, ani- 
mals, varied costumes and zany patter 
with an off-camera floorman, all of it, 
despite the variegated capers, going 
under the title of The Little Show. 

The station’s third children’s effort 
has a public-service angle, and is, in 
fact, produced under the guidance of 
the CBS Chicago public-affairs depart- 
ment. On Sundays from 9:30 to 10 
a.m. Miss Lee Phillip plays hostess to 
20 youngsters, age three to six, from 
the various orphanages, welfare homes 
and settlements in Chicago. Each show 
encompasses surprise guests, rides on 
a live pony, toy wagons, trains and 
cars, and a fairyland-castle set. 


weNn-Tv Chicago is the Windy City 
outlet for the Claster-produced Romper 
Room, with Miss Rosemary conducting 
the “class” from 11 to 11:55 weekday 
mornings, and with the Walgreen Drug 
Co. picking up the tab for this par- 
ticular edition of the program. 

Also on w6N-Tv is another noted 
and award-winning children’s show, 
Ding Dong School with Dr. Frances 
Horwich, which began in Chicago in 
October 1952 and subsequently was 
viewed over the NBC-TV network un- 
til it went off the air in December 
1956—a cancellation that brought 
more than 100,000 letters of protest to 
Dr. Horwich. 

The program has originated live 
over WGN-TV since last August, aired 
Monday through Friday for a half- 
hour at 9 a.m. As in the past, the show 
is a tv “school” for children from two 
to six years of age, with the final few 
minutes of each stanza directed to 
parents. Activities and subjects are in- 
structive, entertaining, creative and fun 
for the small fry, while the “Parents’ 
Corner” is designed to assist parents 
to understand their offspring, to guide 
their behavior, to evaluate toys and 
books, and so on. 

wcpo-Tvy Cincinnati features the 
Uncle Al Show twice daily, at 8:55-10 
a.m. and 11-12 noon. Approximately 
30 youngsters attend each performance 
with their mothers and react appropri- 
ately to such things as a six-foot me- 
chanical man, sea animals, a magic 
forest arid a midget airstrip. The show 
is handled by Al Lewis, assisted by his 
wife Wanda as Captain Windy, Mike 
Tangi as director and off-camera voices 
and sounds, Janet Greene as Cinderella 
and Larry Smith as puppet maker and 
manipulator. 

Says James H. Liston of the Bosco 
Co., one of the Uncle Al Show spon- 
sors: “All areas in the WcPo-Tv range 
have shown the results of Al Lewis’ 
smooth but dynamic sales pitch for 
Bosco, in sales to new customers and 
in maintaining sales to our old cus- 
tomers. His success secret, in my belief, 
is that he sells the real rulers of all our 
homes—our children.” 

WKRC-TV Cincinnati first put Glenn 
“Skipper” Ryle on the air with Hi Kids 
in April 1956 to fill the Sunday-morn- 
ing 10-12 spot. Each week the Skipper 
boarded his mythical River Queen to 
tell authentic stories about past and 


























present Ohio River days, to show car- 
toons for the kiddies and to demon- 
strate simple science facts and feats, 
dubbed by him “science magic,” for 
older children. 

After a year’s success with the Sun- 
day show, WKRC-Tv added Hi Kids as 
a weekday feature at 9 a.m., with the 
format of the program altered to suit 
a pre-school audience—science and the 
river tales were left for the Sunday 
session only—and last month the 
station changed the Hi Kids title to the 
Skipper Ryle Show in tribute to the 
pulling power of the 34-year-old ex- 
Marine. 

In keeping with this modern age of 
rocketry and plans for interplanetary 
space travel, WESH-TvV Daytona Beach 
presents a unique kiddie program, 
Space Ship C-2. Under the direction 
of Dan Joiner, the station reaches into 
outer space weekdays at 5 p.m. to 
bring the adventures of this “rocket 
ship” back to earth in a half-hour mix- 
ture of fact and science fiction. Hostess 








of the show is “Space Commander” 
Deanie Cates, whose appeal as Miss 
Austin Sweater Girl, Miss Miami Tele- 
vision and Florida’s candidate for last 
year’s Miss Universe contest might be 
said to extend beyond her juvenile 
audience. 

Space Ship C-2, set up on a four- 
sponsor participation basis, presently 
carries commercials for Foremost 
Dairies and Coca-Cola. On the air only 
three months, the show has a member- 
ship for its Space Club C-2 of more 
than 2,000 children from 85 cities in 
the central Florida area. 

Denver’s most popular moppet ses- 
sion, according to the four-week ARB 
averages for last November, is the 
hour-long Fred ’n Fae show seen Mon- 
day through Friday at 4 p.m. over KLz- 
Tv. The program includes cartoons and 
home-participation features, i.e., a 
magic cartoon panel with four buttons 
whereby youngsters at home can play 
at starting the cartoon as the camera 
moves in for a close-up of the panel 


One of KDKA-Tv’s two children’s shows, Josie’s Storyland, is guided by Josie Carey. 


* 





before dissolving into the first scene 
of the cartoon itself. 

There is also Wally the Weather- 
gator, a smart but untalkative puppet 
who helps run the “ship of bad habits” 
and manages to push off one bad habit 
a week into the briny deep. To the 
further delight of the 15 or so young- 
sters who appear every day at the birth- 
day tables on the show, there are 
colorful hats and plenty of party 
things to eat and drink. 

CKLW-TV Detroit-Windsor titles its 
children’s program 
with the across-the-board, 6-6:30 p.m. 


simply Popeye 
segment emceed by Toby David as 
Captain Jolly, and the same-time Satur- 
day-and-Sunday portions done by Paul 
Allen as Poopdeck Paul. 

Despite the absence of a studio 
audience, prize contests or refresh- 
ments, the show has elicited comments 
from its sponsors such as this memo- 
randum from C. C. Truesdale, Detroit 
territory manager for the Post cereals 
“We ob- 


division of General Foods: 
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tained [the program] about the middle 
of February 1957, when our sales were 
below par. It didn’t have much effect 
until the middle of March, when Post 
Toasties and Sugar Crisp took off to 
exceed budget by a combined 16.4 
per cent... . Our salesmen are agreed 
that Popeye has made and will con- 
tinue to make their job easier.” 

Kiddie star Ted Lloyd has a pretty 
full week entertaining the children of 
southeastern Michigan as Sagebrush 
Shorty over WJBK-TV Detroit Monday 
through Friday from 8:45 to 9:25 
a.m., Saturdays from 11:30 a.m. to 
noon and Sundays from 11 to noon. 
An accomplished ventriloquist, “Sage” 
works with a dummy on the weekday 
shows and with his locally famous 
Palomino horse for the week-end 
stanzas. 

Schafer Bread, which sponsors the 
11-11:30 Sunday segment of the pro- 
gram, has increased its sales by one 
million loaves each year for the past 
three, the company reports, adding 
that 95 per cent of its advertising 
budget now is going into television. 

For better than 20 years, El Paso 
youngsters have been listening to Uncle 
Roy (Roy T. Chapman) read the 
funnies every Sunday morning via 
radio, and the children of Uncle Roy’s 
early fans are now joining the ranks. 
Since KTSM-Tv El Paso began telecast- 
ing five years ago, Uncle Roy’s House 
has been a regular part of the weekday 
schedule. From 4:30 to 5 p.m. Uncle 
Roy holds interviews with four-to-12- 
year-olds, shows film cartoons and 
presents special attractions, such as 
clowns from visiting circuses. Com- 
mercial time is shared by Farmer’s 
Dairies, Big Top Peanut Butter, Price’s 
Creameries, El Paso Piano Co. and 
Vanderpool’s Bakeries, among others. 

Adventure Club, a half-hour at 4:30 
across-the-board, is one of two shows 
for junior graders programmed by 
WFIE-TV Evansville; the second is 
Lunch with Uncle Dudley, 12:10 to 1 
p.m. Monday through Friday also. The 
afternoon show, under the aegis of a 
well-traveled “adventurer” with the 
improbable name of Cliff Hanger, deals 
with subjects that may range from 
fingerprinting and: early railroading 
to lie detectors and icebergs. Of the 
show Evansville’s mayor, R. Vance 
Hartke, has this to say: “I have re- 
ceived numerous comments to the ef- 
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fect that this program emphasizes the 
good for boys and girls, rather than 
the horror and criminal aspects. I am 
sure that programs of this type are of 
real benefit to the community.” 

Lunch with Uncle Dudley (Chet 
Behrman) is eaten in a mythical “car- 
toon shop” with cartoons on the walls, 
an easel with drawing pad and a table 
on which is a large polka-dotted lunch 
box, containing not only items of food 
—which lead into commercials, na- 
turally—but other articles used as 
springboards into the cartoon se- 
quences introduced as flashbacks of 
Uncle Dudley’s boyhood. This program 
is set up to be mildly educational as 
well as entertaining, with high visual 
interest maintained between films. 

WOWL-TV Florence, Ala., schedules 
Planet 15 from 4 to 5:30 p.m. week- 
days, Pepsi Cartoon Carnival from 
11:30 to noon on Saturdays. The first 
is emceed by Captain Jack (Worley) 
in a space-ship set, complete to con- 
trols, knobs, levers and blinking lights. 
The Saturday show follows the usual 
cartoon-carnival formula of animated 
short subjects, patter and commercials; 
as its name implies, the program is 
sponsored by the local Pepsi Cola 
bottler. 


Stories for Children 


Kitty’s Wonderland, on WBAP-TV 
Fort Worth, is in the 12:30-1:15 p.m. 
slot across-the-board and is done by 
the single-named Kitty, a young and 
personable mother who reads stories 
to the children and encourages them in 
drawing, writing and reading. Woven 
around the tales and suggestions are 
quality cartoons, and assisting Kitty 
throughout are a puppet elf and a pup- 
pet giraffe. 

woop-Tv Grand Rapids goes western 
for its most successful kiddie program. 
Buckaroo Rodeo, viewed every Satur- 
day morning from 9:45 to 10:30, with 
cowboy Buck Barry starred, is, like 
the majority of moppet ty sessions, an 
audience-participation show; some 60 
children, aged four to 12, occupy 
bleacher-type seats in the studio and 
in this instance engage in such capers 
as calf-roping contests, square danc- 
ing, pancake flipping, bead stringing 
and bronc-riding competition (the 
broncos and the calves are, of course, 
wooden). Throughout it all cowpoke 
Barry sings western songs, performs 


shooting and roping tricks and nar- 
rates sagebrush sagas. 

wsva-TV Harrisonburg, Va., uses a 
semi-western theme on its Kactus Kid- 
die Klub show at 9:30 a.m. each Satur- 
day. Blaine Smith emcees the program 
in front of an audience of 25 to 40 
children, and during the hour-long 
proceedings that include games, con- 
tests and stunts a western character 
yclept Kactus Zeke wanders in and out 
for comedy, a Shetland pony provides 
rides for the kids, and emcee Smith 
warbles three or four songs, some- 
times joined by his only-too-eager 
audience. 

What on Earth, an informative pro- 
gram designed to appeal to children 
from the first through the eighth 
grades, recently made its debut on 
WFBM-TV Indianapolis and already is 
creating widespread acclaim. Bowing 
last Jan. 4 and scheduled every Satur- 
day afternoon from 3:30 to 4:30, the 
show utilizes film from WFBM-TV’s 
Encyclopedia Britannica film library, 
plus cartoons and live segments. 

Hosting the program is Lyell Lud- 
wig, with Frank Forrest taking the role 
of Mr. Biblio and his book of knowl- 
edge. An integral part is also played 
by a school child selected from the In- 
dianapolis public schools as a special 
guest for each show, with a different 
youngster appearing every week. 

Ten Gallon Mike, otherwise known 
as Michael O'Reilly, is the star of the 
program of the same name on WJTV 
Jackson, *Miss., and the idol of every 
youngster within range of the station’s 
signal. As if an hour show every week- 
day at 4 p.m. as a cowboy hero weren’t 
enough, the versatile Mr. O’Reilly dis- 
cards his resplendent array of western 
garb at 5 p.m., steps aboard a ship and 
with an “Ahoy there!” assumes his 
role as first mate on Popeye Theatre 
for another 60 minutes of fun, frolic 
and participating commercials. The 
two consecutive hours have sold, says 
C. “Sandy” McMillan, wstv’s promo- 
tion director, “everything from flavor- 
straws to band-aids.” 

KLFY-TV Lafayette, La., employs a 
train theme for its kiddie show. Titled 
Roundhouse, the stanza uses a full-size 
flat of a locomotive engine, with a cut- 
out for Casey the Engineer, alias Tom 
Dell, one of the station’s announcers. 
With Casey in the “cab” of the “en- 
gine” is a child who has written to the 
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program stating the reasons he would 
like to be on the show. 

Roundhouse also utilizes a model 
train and a complete layout down to 
the smallest detail, including trees, 
telephone poles, railroad station, houses 
and even scale-model animals. There 
are 35 minutes of cartoon film during 
the daily hour-long show, with the 
remaining time given over to inter- 
views, birthday pictures and similar 
trappings. 

Format of the Ranger Club on 
KHAD-TV Laredo is a 20-miunte live 
interview with the studio audience, 
plus a western film, during the 5-6:15 
p-m. show Monday through Friday. 
Ranger John (John M. Seed) handles 
the session, of which Roberto Salinas. 
owner of the Laredo Packing Co., one 
of the show’s four current sponsors, 
says: “We are now entering our third 
year of advertising Frontier franks on 
the Ranger Club. It has increased our 
business 100 per cent.” 

In addition to Romper Room, which 
is scheduled from 11 a.m. to noon daily 
—the teacher’s name in this case is 
Miss Mary—kTLA Los Angeles pro- 
grams Cartoon Carousel at 4 to 5:30 
across-the-board, featuring the usual 
line-up of Porky Pig, Daffy Duck, 
Little Lulu and Elmer Fudd and em- 
ceed by Skipper Frank (Herman); a 
half-hour of Popeye at 6 p.m. Monday 
through Friday, handled by Tom 
Hatten, who also does the show on 
Sundays at 5; Long John Silver, a 
series of color films shot in the South 
Seas by the same company which made 
the feature motion picture: Captain 
Z-Ro, films based on time-machine 
travels, which alternates with Silver at 
5:30-6 Sundays, and Bugs Bunny and 
His Friends, in the following half-hour 
Sunday evenings—all of it a pretty 


Captain Ben on KMTV Omaha. 


complete roster of appealing tidbits for 
youthful viewers. 

WHAS-TV Louisville has had an after- 
fixture in 7-Bar-V Ranch ever since 
the station opened in March 1950. The 
show started out as an hour, then was 
cut to 30 minutes when Cactus’ Car- 
toons was introduced late in 1955. The 
latter dropped off the schedule subse- 
quently, to be replaced by hour-long 
cowboy features, but returned early in 
1957 when the kiddie skein was stab- 
ilized with T-Bar-V Ranch from 4 to 
4:45 across-the-board and Cactus’ 
Cartoons from 4:45 to 5:15 Monday, 
Tuesday and Friday and 4:45 to 5 on 
Wednesdays. 


Singing Cowboy 


T-Bar-V is headed up by singing 
cowboy Randy Atcher and _ chuck- 
wagon cook Tom “Cactus” Brooks, 
who sing and play with the moppets, 
introduce fire marshals, policemen and 
health officials with short messages on 
fire and street safety, health habits. 
and the like, and tie the show in with 
animated cartoons and the customary 
refreshment time. Cactus’ Cartoons 
finds Tom Brooks “at home,” inviting 
the kids to look at the varied gimmicks 
and gadgets which he collects in a roll- 
top desk, and at a “magic picture 
frame” that hangs on a wall and, of 
course, comes to life with the Warner 
Bros. cartoon library. 

wHBQ-TvV Memphis runs Happy Hal’s 
Clubhouse through Thursday from 6 
to 6:25 p.m., with Hal Miller, a dancer, 
musician and all-around performer, 
entertaining six to eight boys and girls 
in a typical kids’ clubhouse set. Li'l 
Bow, a hand puppet, is the comic of 
the show as Happy Hal introduces 
Popeye and Little Rascals shorts and 
interviews his young guests. 





Salty Brine and friend on wPRo-Tv. 


Each weekday from 4:30 to 5 p.m. 
viewers of wcco-tv Minneapolis are 
invited to board the “submarine” 
Crazy Carrot, skippered by Commo- 
dore Cappy (John Gallos), for Bugs 
Bunny Time. The fittings for the Crazy 
Carrot, which has become a part of the 
folklore of Twin City small fry, are an 
“electronic” panel, a “magic” piano 
which opens to reveal Bugs Bunny’s 
hand puppet Bats (voice by Don Stolz) 
and a tv set on which the Commodore 
can bring in and talk to visitors, who, 
because of the nature of the setting, are 
unable to appear in the submarine 
proper. 

Following this “underwater” ex- 
cursion at 5 (te 5:55 Monday through 
Friday; also from 7:30 to 8:30 a.m. 
on Saturdays) is Axel and His Dog, 
aired on WCCO-TV since August of 1954. 
Axel is played by Clellan Card, who 
converses with imaginary animal 
friends in a tree house, reads jokes 
and “knock-knocks” sent in by viewers 
and introduces two or three seven- 
minute cartoons on each show. Axel 
has no studio audience, since the sta- 
tion feels it’s best to preserve the illu- 
sion of the tree house. 

wsix-Tv Nashville is one of the al- 
most half-a-hundred ty stations with a 
local edition of Romper Room, which it 
at 9:30-10:30 


mornings, following a half-hour of car- 


programs weekday 
toons; teacher’s name in this instance 
is Miss Norma (Norma Jean Cover- 
dale). 

Another syndicated kiddie program 
carried by wstx-tv is Watch the Birdie. 
owned by Richard H. Ullman, Inc., of 
Buffalo. Emcee for this one, which 
follows the ABC-TV network Mickey 
Mouse Club in the 6-6:30 time slot 
weekday evenings, is Davey “Dickie- 


Bird” White, who also doubles or 
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triples—on the station as weatherman, 
news editor and news photographer. 
The program revolves around the ask- 
ing and answering of questions of a 
general nature in almost any field, with 
prizes awarded the children giving the 
the correct replies. 

wP1x New York programs Popeye 
at 6 to 6:30 Monday, Tuesday, Thurs- 
day and Friday evenings, and at 5:30 
to 6:30 on Wednesdays, with Allen 
Swift doing the live lead-ins. For the 
Saturday 5-6 p.m. stanza and the Sun- 
day 6-6:30 ditto Ray Heatherton does 
the honors. Additional evidence of the 
perennial appeal of Popeye, Olive Oyl, 
Wimpy & Co. is the result of one draw- 
ing contest WPIX tied in with its car- 
toon feature—137,000 pieces of mail. 

If the shortage of U.S. scientists 
persists, it won’t be the fault of Ray 
Forrest, New York Emmy-award 
winner for the best children’s show last 
year and host of Children’s Theatre 
Saturdays from 9 to 10 a.m. on WRCA- 
tv New York. Nor can the public- 
school principals and science teachers 
who appear on the Forrest program to 
perform simple but visually graphic 
experiments demonstrating the princi- 
ples of basic science be blamed. 

The experiments, dealing with such 
topics as sound, light, buoyancy, chem- 
istry and air pressure, are conducted in 
an effort to stimulate an interest in and 
to encourage further study of science 
by youngsters. As an added feature, 
to take the onus off any possibility of 
too much classroom flavor, Children’s 
Theatre combines a game-playing ele- 
ment with the science lessons. National 
Shoes, sponsor of the program for the 
past year, last month signed a 52-week 
renewal. 

KMTV Omaha is currently producing 
and aizing three kid programs each 
weekday — Popeye, World’s Greatest 
Cartoons and The Hawk, all of them 
telecast in color. The Hawk, at 4:30 
p-m., merges a variety of features in its 
format, from cartoons to safety cam- 
paigns. World’s Greatest Cartoons 
follows at 5 o’clock with 35 minutes 
of tinted animation, and Popeye, 
hosted by Captain Ben, arrives on the 
local scene at 6 p.m. as the top multi- 
weekly program in the Omaha area, 
according to, says the station, the latest 
ARB survey, which gave it a 24.8 to 
lead all the competition. 

wTAP Parkersburg, W. Va., along 
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with its sister station, WHIZ-Tv Zanes- 
ville, Ohio, is cooperating with Ohio 
State University’s uhf educational out- 
let, wosu-Tv Columbus, in what, says 
Milton Komito, wrap station manager, 
“probably is a very unique situation 
in the nation.” 

Continues Mr. Komito: “wosu-Tv 
originates a daily children’s program, 
called Five and Ten, which is picked 
up and rebroadcast in Zanesville by 
WHIZ-Tv and relayed to us in Parkers- 
burg, where we rebroadcast it at the 
same time on wTAP. Even though this 
is not a commercial venture (we do 
not sell time within the program), it 
is a very well-done show, featuring an 
education major whom the kids know 
as Jody and who combines the best ele- 
ments of her educational studies with 
good television for an enjoyable and 
informative daily half-hour. 


Ratings Good 

“From our point of view, the show 
has had as good a rating as any com- 
mercially produced local or network 
program which occupied the period 
(5 p.m.) previously. Since wosu-Tv 
is a uhf station and therefore has only 
slight conversion in the Columbus met- 
ropolitan area, it is delighted to have 
the program picked up by two com- 
mercial stations with a combined set 
count of nearly 100,000.” 

wcavu-Ty Philadelphia created Car- 
toon Carnival (Saturdays, 8:30-9 a.m.) 
last fall for the Middle Atlantic Supply 
Co. to promote its Christmas sale of 
Schwinn bicycles; the program became 
so popular that the station decided to 
continue it after the sponsor’s contract 
terminated in December. The show 
features WCAU-TV personality Gene 
Crane as host, along with a puppet 
tagged Willie the Worm; together they 
form a live’ wrap-around for Looney 
Tunes and other cartoons. 

WCAU-TV’s second Saturday-morning 
show for the Quaker City’s younger set 
is Carney the Clown, sponsored for the 
past 18 months at 10-10:30 by the Syl- 
van Seal Milk Co. but recently relin- 
quished by the firm because of dis- 
tribution problems. The weekly series 
offers a woebegone little clown named 
Carney C. Carney, assisted by a teen- 
ager, Miss Rita, and each show has a 
central theme: a visit to an art muse- 
um, going to the circus, first day of 
school, etc., with Carney always wind- 


ing up in the middle of a situation and 
Miss Rita always coming to his rescue. 

In the words of KpKa-Tv Pittsburgh, 
speaking with apparently justifiable 
pride of its top children’s program: 
“Stop a number of Pittsburgh school 
kids dashing out after the last bell and 
ask them where they’re bound for, and 
you won't be a bit surprised, if you 
live in this city, to hear the majority 
answer: ‘Home, to watch Hank Stohl 
and The Big Adventure.’ ” 

Programmed each weekday atfter- 
noon from 4:30 to 6, The Big Adven- 
ture is a strip consisting of two car- 
toons, a feature movie and a live host, 
Hank Stohl, who entwines himself 
around the celluloid with an artful 
pattern of comic situations, aided and 
abetted by two puppet creations, Knish 
and Rodney Hackenflash. If a name 
star happens to be in Pittsburgh, an 
attempt is always made—usually suc- 
cessfully—to snare him or her for an 
appearance on the show; Jerry Lewis, 
singer Margaret Whiting and batoneer 
Percy Faith have been among the most 
recent thus snared. 

KDKA-TV also carries Josie’s Story- 
land, which bowed on the station last 
April to “fill the need for a wholesome 
children’s show that takes place in the 
child’s own world.” On at 8:45 to 9:25 
weekday mornings, the program, 
helmed by Josie Carey, is a melange of 
songs and stories, arts and crafts, car- 
toons and an imaginative cast that in- 
cludes an inventor of useless oddities, 
a piano-playing lion, an animated 
train, a Beethoven-singing bearded spi- 
der who occasionally speaks in ancient 
Frabjaw, a canine that detests dog food 
but loves pretzels and clam dip, and a 
lamb that grows mashed potatoes in a 
garden. 

WCSH-TV Portland, Me., schedules its 
version of Romper Room, with Miss 
Connie (Roussin) as teacher, at 9:30 
a.m. weekdays and judges the pro- 
gram’s popularity by the lengthy wait- 
ing list of prospective “pupils” and the 
daily mail received by Miss Roussin. 
The station’s afternoon offering, from 
5:30 to 6, is Fun House, comprised of 
cartoons and comedy films, with live 
commercials by announcer Cliff Rey- 
nolds. Trademark of the show is a hand 
puppet appearing in a miniature stage 
set for the opening and closing se- 
quences. 

In Portland, Ore., the big magnet for 














the small fry is KoIN-Tv and Mr. Moon 
at 4:30 every afternoon. Mr. Moon is 
the brainchild of Ed Leahy, for years 
one of Portland’s most popular radio 
disc jockeys, who started the kiddie 
show on radio, creating his characters 
from the Mother Goose rhyme, “Hi 
diddle, diddle, etc.” 

The program, with the addition of 
puppets, made its video debut over 
KOIN-TV in November of 1953, a month 
after the station went on the air, and 
has since become a production re- 
quiring, in addition to Mr. Leahy, his 
wife Toni and Portland broadcaster 
Art Morey, the services of a writer, an 
artist and a set designer. It has also 
acquired a faithful audience in 30 
counties throughout Oregon and Wash- 
ington. 

Hippity Hop the Cartoon Cop, seen 
on WJAR-TV Providence Monday 
through Saturday at 9:30 a.m., is a 15- 
minute stanza featuring a rabbit per- 
sonality known as “the cartoon cop 
who makes the stories go and makes the 
stories stop.” The program is on film, 
produced by the WJAR-TV program-pro- 
duction staff, which dreams up the 
story situations and manipulates the 
puppets, with the actual filming done 
by the photo and engineering depart- 
ments. 

Romper Room on wrRo-Ty Provi- 
dence fills the hour from 8:45 every 
morning, Salty Brine’s Shack is tele- 
cast weekdays from 6 to 6:30 p.m., and 
Storytime with Beth Chollar started on 
the station last December as an addi- 
tional morning strip. For the last- 
named, Miss Chollar, who has been de- 
scribed by a Providence tv critic as 
“everyone’s concept of mother, teacher 
and librarian, all in one,” tells stories 
and uses films, photographs and cer- 
amic, stuffed or drawn animals to illus- 
trate same. 

The nautically named Salty Brine, 
whose fishing shack is supposedly lo- 
cated somewhere on Rhode Island’s 
Narragansett Bay, presents Popeye car- 
toons and such special features as an- 
imation accompaniment to recorded 
tunes, a monkey band and other puppet 
characters, clips from the station’s 
newly acquired Encyclopedia Britan- 
nica film library and a “magic balloon” 
that can “transport” him to anywhere 
his young viewers would like to have 
him visit. 

Regarding his station’s policy on 


kiddie shows, Harry Huey, general 
manager of KOLO-Tv Reno, says: 
“Since we went on the air in September 
1953 we have made a continuous effort 
to get and keep as many local children 
before our cameras as possible. It’s 
much like running local names in a 
county weekly newspaper. The kids are 
nonchalant about it; the mamas go 
crazy! 

“We've had some kid programs 
which did not stand up: Pet Pals (with 
everything from white mice to live 
elephants), square dancing, fairyland 
skits, etc. On one occasion, when a 
Los Angeles lady do-gooder was accus- 
ing tv of corrupting the widdle dump- 
lings’ morals, we submitted a photo 
album of our children’s programs to 
a Senate committee and were told that 
we had one of the outstanding kids’ 
line-ups in American tv. That was 
several years ago. It’s better today; 
but more commercial. 

“The one thing, however, that we 
avoid like the itch is talent contests. 
They’re never any good past the first 
one or two shows.” 

KOLO-TV moppet shows which have 
stood up include The Little Rascals, 
Thursdays from 6:30 to 7 p.m., with 
local Little Rascal clubs appearing on 
the program for a five-minute song, 
sketch or other performance, followed 
by a Little Rascals (the former Our 
Gang) film comedy; Watch the Birdie, 
the syndicated children’s quiz session, 
aired Saturday evenings at 6:30-7, and 
Mighty Mites, now in its fifth year as 
the oldest kid show on KOLO-Tv and 
presenting, at 5-5:30 Saturdays during 





KPIX offers Marian Rowe’s award-winning Adventure School. 



















the school term, three-round boxing 
matches between boys from four to 10 
years of age. 

KSBW-TV Salinas, Cal., programs a 
full hour of “thrills and exeitement” 
for the moppet set at 4 p.m. every 
weekday under the title of Fun Club. 
Sparked by Uncle Gary (Ferlisi), the 
show is audience participation, has 
fast action with multiple sets and offers 
film interludes, contests and prizes. 

Its potency may be judged by the 
remarks of one local advertiser, Clair 
Bigham Jr., owner of the Teddy Bear 
Toy Shop, when the opening of his 
store drew 1,500 children to see Uncle 
Gary in person. Said Mr. Bigham: “T 
was stunned. My volume was eight 
times what I expected for the opening. 
This is the greatest advertising I 
ever saw!” 

KPIX San Francisco does some high- 
powered children’s programming via 
an award-winning across-the-board 
strip and a full seven hours of juvenile 
entertainment on Saturdays. The week- 
day program is Marian Koehler Rowe’s 
Adventure School, viewed from 10 to 
10:30 a.m. Designed to bring group 
experience to pre-school children 
through participation in the program’s 
activities, Adventure School, which in 
1955 won the McCall’s magazine 
Golden Mike award, has four or five 
youngsters attending daily and playing 
games, singing, dancing, painting, 
making clay figures, planting seeds 
and so on, all under the patient and 
enthusiastic eye of Mrs. Rowe, an edu- 
cator and a mother herself. 

The Saturday 


line-up of seven 
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straight small-fry hours on KPIX is 
spread over only two shows—Captain 
Fortune’s Surprise Package, from 7:30 
to 11:45 am., and Deputy Dave's 
Roundup, which takes over for the 
following three hours until 2:30 p.m. 

Captain Fortune is London-born 
globe-trotter Peter Abenheim, who for 
the past five years has taken Bay Area 
youngsters on seafaring adventures 
and cinematographic safaris from the 
yacht fleets of San Francisco to the 
jungles of Africa. Interwoven with the 
live and film segments of the show are 
Captain Fortune’s own original films 
of people, places and things of interest 
in California, and linked together in 
the four-hour Surprise Package are 
hair-raising téte-a-tétes with the Cap- 
tain’s trusty puppet friend, John O° 
Copper, Read Along With Me with 
Phyllis Skelton, The Adventures of 
Brother Buzz, Trude Time and Mighty 
Mouse Playhouse. 

Dave Allen comes by his KPIx title 
of “deputy” legally, having been dep- 
utized by the sheriffs of 23 Northern 
California counties. His three-hour 
midday Roundup consists of local live 
and western-film entertainment inte- 
grated with cartoons, newsreels, hob- 
bies and full-length features. An added 
twist is Dave’s Whacky Westerns, 
which he produces by editing ancient 
silent movies and dubbing in zany 
soundtracks, to wit, having the bad 
guys huddled around the saloon bar 
and giving out with a chorus of The 
Camfire Girls’. Holiday Song, among 


other such incongruities. 
Puerto Rico Too 


Television pitching to the kiddies is 
not limited to the continental United 
States. It’s being done in Puerto Rico, 
too.. WKAQ-Tv:. San Juan has a: live 
origination Monday through Friday 
between 5.and-5:30 p.m. called Pinito, 
which is also the name of the clown, 
played by Luis de Tejada, around 
whom the show revolves. Contests and 
competitions among and for children 
of all ages are the order of the half- 
hour each day. 

Breadtime Stories, sponsored by the 
Freihofer Baking Co. weekdays at 5 
p-m., enjoys the distinction of being 
the longest-sponsored, 15-minute local 
live program across-the-board on WRGB 
Schenectady. Program format is studio 
participation, with a group of 20 to 30 
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youngsters, ranging from four to 12 
years in age, attending each show and 
being entertained with stories and car- 
toons drawn by host Jim Fiske; 
features include a drawing game 
known as “Squiggles,” a scrambled- 
word game and a three-minute drawing 
lesson every Friday, with at-home 
viewers sending their art work to the 
program for subsequent showing on 
the air. 

KOMO-Tv Seattle for the past four 
months has programmed a show called 
Captain Puget live and in color Mon- 
day through Friday from 3:45 to 4:30 
p-m. The Captain uses cartoons, of 
course, but he weaves the stanza 
around historical stories and informa- 
tion on the Pacific Northwest and also 
airs much original film which he and 
a staff camerman shoot. Stories of 
Puget Sound pilots and of life in 
Indian villages, on Japanese sailing 
ships and aboard tugboats have all 
been done with sound-on-film. 

Popeye Theatre is the contribution 
of wsBT-Tv South Bend to its junior 
viewers’ video pleasure. Its set consists 
of a puppet stage built to simulate a 
wheelhouse on the S. S. Popeye, with 
an audience of 12-14 youngsters sitting 
on a foredeck facing the wheelhouse. 
The three puppets used are all handled 
by staff announcer Mike May. 

wics Springfield, Ill., has had Story 
Time, with Mari-Ann, on the air since 
June 1956. As the title indicates, it’s a 
story-telling period, with Mari-Ann 
perched on a stool holding a book to 
which she seldom refers and relating 
the familiar tales of childhood; on 
occasion she also demonstrates new 
toys, cuddles dolls and illustrates music 
in simple line drawings. There are also 
contests, short cartoons and a reading 
each day (4:30-5 p.m.) of the names 
of children who have sent in their 
birth dates. The birthday file now sur- 
passes 4,000 in number. 

KFEQ-TV St. Joseph, Mo., gives the 
town’s younger set 65 minutes of varied 
entertainment daily via the Don Rug- 
gles Fun Show at 4:45 p.m. In addition 
to the inevitable cartoons, there are 
live segments such as Art Time with 
Jay McVey (KF£EQ-Tv:staff artist, who, 
aided by a puppet named Jasper, draws 
for the boys and girls on three shows 
a week), Junior Cooking School and 
Book Review, with Esther Donat, and 
special guests of interest to children. 


The Wrangler’s Cartoon Club is 
aired over KSD-Tv St. Louis each week- 
day from 5 to 5:45 p.m., 15 minutes 
longer than the program was allotted 
when it first went on the schedule. Its 
emcee is Harry Gibbs, known on the 
show as Texas Bruce; the studio audi- 
ence is made up primarily of Brownie 
and Cub scouts, although neighbor- 
hood groups are frequently invited, 
particularly in connection with birth- 
days or special events, and the format 
embraces Looney Tunes cartoons, with 
one character usually featured in the 
three films shown and the trio of 
“episodes” tied together by emcee 
Gibbs’ introductions. 

WHEN-TV Syracuse celebrated the 
third birthday of its Magic Toy Shop 
on Feb. 28, and since its inception the 
series has changed little, for the reason 
that the show was developed with the 
aid of PTA mothers’ clubs, the child- 
ren’s division of the Syracuse Public 
Library and the director of the Syra- 
cuse University Nursery School, fol- 
lowing which it was pretested to an 
audience of some 200 families via 
closed circuit, with parents noting the 
reaction of their children on specially 
prepared questionnaires. 


Toys Come to Life 


Jean Daugherty, WHEN-TV’s assistant 
program director, is the creator of 
Magic Toy Shop, wherein toys come to 
life, inanimate objects from the every- 
day world sing and dance, and children 
learn through play, listen to stories and 
recordings, look at drawings and are 
taken on imaginary trips all over the 
world. So successful has the program 
been in its 9:20-9:45 a.m. across-the- 
board spot that an hour-long (9-10 a. 
m.) version was created for Saturday 
mornings under the title of Toy Shop 
Jamboree. Both shows are written and 
directed by, and sometimes star, Miss 
Daugherty. 

KOTV Tulsa, like so many other sta- 
tions, programs the former Our Gang 
film comedy shorts that now go by the 
name of Little Rascals—but with a 
difference. Live emcee for this particu- 
lar string of the old Hal Roach com- 
edies is none other than one of the 
original Our Gang cast—Spanky Mc- 
Farland. Spanky’s Little Rascals, as 
the show is justifiably called, occupies 
the 5:30-6 half-hour weekday after- 


noons, with Spanky introducing his 











Wall St. (Continued from page 87) 


is in constant use. Would there be 
enough tv program exchange between 
the Western Hemisphere and Europe to 
justify the cable cost? It would be a 
pretty expensive facility to keep idle 
except for an occasional program. In 
addition, there are other problems in- 
cluding language barriers, choice of 
programs, etc. 

Microwave developments may sim- 
plify the transmission problem, but at 
present only an occasional twist of the 
fields of magnetic force permit a signal 
to be picked up from Europe. 

This summary of the tv operations 
of the telephone company should con- 
vince the cautious investor that Ma 
Bell’s future is linked to television as 
closely as any other video security 
and has, in addition, the built-in virtue 
of diversification. 

In 1957 AT&T earned $13 per share 
on the 63,811,000 shares outstanding. 
That’s 6,388,000 more shares than in 
1956. Total 1957 operating revenues 
were $6.3 billion, compared with $5.8 
billion in 1956. AT&T, which pays a 
$9 annual dividend has been in a 
range of $160 to $180 in the past year 
and was selling at about $172 per share 
as this issue went to press. 


News (Continued from page 21) 


idea is to be ready for the competition. 

But tv has been the dramatic in- 
fluence on packaging, says Mr. Arens. 
And when color comes, itll be even 
more dramatic. 





Champ Again 

The little rustler who rides herd on 
his father while hussling for Maypo 
cereal is the champ for the second 
consecutive time in the American Re- 
search Bureau’s pool of favorite TV 
commercials. 


The commercial for the cereal 
maker, Heublein, Inc., was followed 
by the Hamm’s beer and the Piel 


Brothers. The best-liked commercials 
were written into diaries by ARB’s 
national sample during the week of 
Jan. 5 to 11. 

All three of the top commercials 
are aired regionally, thus have a 
smaller contingent of voters than some 
of the commercials seen on the net- 
works, 

Seven-up spots ranked fourth, while 
Dodge-Plymouth—long a high runner 
—dropped to fifth place. 

Of the 23 commercials that made 
14 were re- 


the December survey, 





famous film cohorts—Mary Kornman, 
Farina, Dickie Moore, Joe Cobb and 
Sunshine Sammy—and recalling some 
of the experiences and interesting side- 
lights that occurred when the films 
were actually made. 

The station’s Saturday morning (8- 
8:30) entry in the kiddie sweepstakes 
is The Buddy Bookworm Show, which 
uses cartoons, ballad singing and host 
Buddy Bookworm to prove that read- 
ing is fun. Also on hand are Dr. Rod 
Jones, head of children’s literature at 
the University of Tulsa, who warbles 
the ballads, and Pinky Jones, a North- 
western University specialist in drama, 
tv and radio. 

KIMA-TV Yakima says that “for years 
our most popular children’s show” has 
been Uncle Jimmy’s Clubhouse, sched- 
uled at 5-5:30 Monday through Friday 
afternoons. Emceed by James Nolan, 
program director of Cascade Televi- 
sion, which in addition to KIMA-TV op- 
erates KEPR-TV Pasco and KBAS-TV 
Moses Lake in the state of Washing- 
ton and KLEW-Tv Lewiston, Idaho, with 


all four stations carrying the same 
kiddie shows, Uncle Jimmy’s Club- 
house has 10 children daily visiting the 
studio on their birthdays and chatting 
with host Nolan. 

The Cascade group also programs 
Buckaroo Time for a half-hour imme- 
diately Clubhouse, 
Happy Heart Cottage on Tuesdays and 
Thursdays at 3:45-4 p.m. The former is 
handled by Bert Wells, continuity 
writer for KEPR-TV and recording star 
for Key Records, who plays guitar on 


following and 


the show and sings western and re- 
ligious songs, accompanied by Prairie 
Pete (one of the KEPR-TV engineers) on 
electric guitar. 

Happy Heart Cottage’s inhabitants 
are Jolie (Mrs. Mera Stephens) and 
her two dogs, Mortimer and Rufus; the 
pattern has Mrs. Stephens bringing her 
short-trousered-and-pigtailed viewers 
stories, songs, poems, contests, how-to- 
do-it-yourself suggestions and some of 
the finer points of training pets, using 
her Welsh Corgi, Rufus, as an ex- 
ample. 


turned to the list for January. And 
there were several back after being 
dropped, Jello appeared last in Octo- 
L&M 
counted on the June °57 poll. Chevy 
and Kraft made it last in November 


They 


ber 757. cigarettes were last 


*57 and Kleenex in June °57. 
were all back this time. 
Moving up on the list were Hamm’s, 
Alka-Seltzer from 
Gillette 
14 to 12, 
Seven-Up from seven to four. 
asked to 
list the commercial that pleased them 


from three to two; 


nine to seven: from 21 to 


nine: Snowdrift from and 


Each diary family was 
the most during the survey week. ARB 
points out that the figure represents 


only preference for the commercial. 


BEST-LIKED TV COMMERCIALS 
Based on ARB’s National Diary Sample, 


Jan. 5-11, 1958 
% Commer- 
cial Men- 
Rank Commercial tion 
1. Maypo, Bryan Houston 8.1 
2. Hamms, Campbell-Mithun 7.3 
3. Piels, Young & Rubicam 68 
4. Seven-Up, J. Walter Thompson 5.0 
5. Dodge-Plymouth, Grant, N. W. Ayer 4.7 
6. Kleenex, Foote, Cone & Belding 3.4 
7. Alka-Seltzer, Goeffrey Wade 2.2 
) 


(Continued on page % 
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7. Ford, J. Walter Thompson . 

9. Gillette, Maxon ...... 

9. Winston, Wm. Esty .... 
11. Schlitz, J. Walter ae 

12. Jello, Young & Rubicam .. 

12. Snowdrift, Fitzgerald wn 

14. Ivory Soap, Compton ee 
15. L&M, Dancer-Fitzgerald-Sample 
16. Cheer, Young & Rubicam .. 
17. Chevrolet, Campbell-Ewald eke 
17. Post Cereals, Benton & Bowles 
19. Kraft, J. Walter Thompson 


TvB Breakdown 


Along with the report that the 
fourth quarter of 1957 was the biggest 
in tv history for spot, the Television 
Bureau of Advertising has made a 
breakdown of spot and network time 
sales by product group for 1956 and 
1957. 

Total expenditures in spot tv for 
1957, according to the TvB-N. C. 
Rorabaugh report, was $448,734,000. 
That’s compared with total expendi- 
tures of $397,606,000 for 1956. 

TvB’s total for network for °57 was 
$513,202,000, compared with total ad 
expenditures of $448,168,000 for °56. 

For spot television, there were nota- 
ble gains in several product groups 
in 1957. Food and grocery products 
totaled almost $120 million, as com- 
pared with the 1956 figure of $107.6 
million. Ale, beer and wine spot cam- 
paigns also were heavier. The °56 total 
of $34.3 million was up to $38.4 
million in °57. 

Cosmetics and toiletries made the 
most striking gain. The °57 total of 
$48.5 million was more than $14 mil- 
lion more than the °56 total. 

Confections and soft drinks went 
from $21.5 million to $26.6 million; 
household laundry products from 
$16.2 million to $22.3 million: gaso- 


(Continued from page 95) 


fn fe Bd nt 000 bt bd a 
Omi to hina ndiciolty 





Parenty With Young 


Al Parenty, formerly with Tv 
AGE, has joined the sales staff of 
Young Television Corp., Chicago 
office. 

A native of Chicago, Mr. Par- 
enty was graduated from Loyola 
University and attended North- 
western after graduation. Before 
entering tv, he was a branch man- 
ager for Baird & Warner, property 
management firm. 
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line and lubricants from $16 million 
to $22.2 million; clothing, furnishings 
and accessories from $8.6 million to 
$11.2 million, and household cleaners, 
cleansers, polishes and waxes from 
$6.8 million to $9.3 million. 

Automotive, which skidded to a new 
low in °56, slipped again in °57. The 
1956 figure was $12.9, compared with 
$9.7 million for °57. 

Appliances and watches, jewelry 
and cameras also were down about a 
million. Appliance total for °57 was 
$5.6 million. Watches, jewelry and 
cameras were at $6.3 million for the 
year. 

To some extent, the network in- 
creases follow the spot increases. In 
1956 food advertisers spent $89 mil- 
lion in network. The figure last year 
was up to $96.6 million. 

Toiletries also showed a substantial 





Top Ten Spot Tv Advertisers 
Rank 1957 Rank 1956 
Procter 
& Gamble 1 $25,916,800 1 $17,522,500 
Brown & Williamson Tobacco 


Corp. 2 12,988,900 2 11,288,600 
Continental Baking Co., 

Inc. 3 10,190,100 8 5,732,500 
Sterling Drug, 

Inc. 4 8,635,890 4 8,823,300 
General Food 

Corp. 5 8,447,900 3 9,415,900 
Colgate-Palmolive 

Co. 6 7,739,100 6 7,314,700 
Lever Brothers 

Co. 7 7,643,000 — — 
Carter Products, 

Inc. 8 6,995,300 — —- 
Miles Laboratories, 

Inc. 9 6,392,600 10 5,354,700 
National Biscuit 

Co. 10 5,822,300 9 5,536,500 
Warner-Lambert 

Co. — — 5 __ 7,369,400 
Philip Morris 

Co. — — 7 5,820,400 


Source: TvB-N.C. Rorabaugh 


Top Ten Network Tv Advertisers 
Rank 1957 Rank — 1956 
Procter & Gamble 
Co. 1 $47,046,000 
Colgate-Palmolive 
Co. 2 19,375,700 2 
Chrysler Corp. 3 


American Home 


1 $43,457,300 


19,880,300 
18,915,800 4 18,198,300 


Products 4 18,535,800 5 15,758,000 
Lever Brothers 5 16,297,300 9 11,322,600 
Gillette Co. 6 15,790,800 7 15,257,900 
General Foods 7 15,550,600 6 15,688,789 
R. J. Reynolds 

Tobacco 8 13,201,600 8 11,424,400 
Ford Motor Co. 9 13,023,200 10 10,316,421 
General Motors 

Corp. 10 12,733,400 3 19,086,600 


Source: PIB 





Red Cross TV Aides 


Four television and advertising 
executives will assist the New 
York chapter of the Red Cross in 
its March campaign to provide 
emergency assistance to service- 
men, veterans and their depend- 
ents. John M. Clifford, chairman 
of the chapter’s advertising, pub- 
lishing and entertainment section, 
has announced the following ap- 
pointments: Lawrence W. Low- 
man, vice president of Columbia 
Broadcasting System, Inc., has 
been named chairman of the chap- 
ter’s Radio & Television Group 
Division and chairman of the 
Companies and Station Division; 
Robert E. Eastman, American 
Broadcasting Co., will chairman 
the Station Representative Divi- 
sion; Victor Seydel, vice presi- 
dent, charge of tv, Anderson & 
Cairns, Inc., has been appointed 
chairman of the Program Pro- 
ducer’s Division; Michael M. Sil- 
lerman, executive vice president of 
Television Programs of America, 
has accepted the chairmanship of 
the Tv Film Producer’s Division. 
The New York campaign is part of 
a nationwide effort to obtain gifts 
totaling $95 million. 





increase. The 1957 total, compared 
with 1956, was $102.2 to $85.5 million. 


Tobacco was up to $49 million, al- 
most $9 million more than in °56. 
Drugs went from $39.4 million in °56 
to $46.3 million in °57. 


As in spot, automotive took a good 
slide, from $56.7 million in °56 to 
$53 million in 57. 


Also off was household equipment, 
which dropped $15 million from °56 
to a $19.8-million total in °57, and 
radios and tv sets, down from $11.4 
million in 56 to $4.3 million in °57. 


Norman E. Cash, TvB president, 
calls the fourth quarter of °57 the 
highest quarterly figure in _ spot-tv 
history. The total was $119,835,000, 
representing an 1].]-per-cent increase 
over the fourth quarter of °56. The 
figure is based on gross time rates. 














In the picture 


Will C. Grant (left), president of Grant Advertising, and 
Abbott Kimball, president of Abbott Kimball Co., have announced 
the merger of their agencies. The Kimball agency has been absorbed 
into the offices of Grant Advertising at 711 Third Ave., N. Y. Mr. 
Kimball is now vice president and chairman of the New York plans 
board of Grant Advertising. The Kimball business, added to the 
current Grant billings, will bring the total to more than $90 million 
in the current year. The Abbott Kimball Co., founded in 1937 by 
Mr. Kimball, has been heavy in soft goods and fashion. The Grant 
agency has 40 offices around the world. 





Robert C. Lamb and Hiram S. Brown Jr. have been named vice presidents of Batten, 
Barton, Durstine & Osborn. Mr. Lamb is account supervisor for Minnesota Mining & Man- 
ufacturing Co. in the Minneapolis office. Mr. Brown is an executive on the Campbell Soup 
account in the New York office. A native of Omaha, Neb., Mr. Lamb was graduated from St. 
Thomas Military Academy in 1939. He attended St. Thomas College prior to entering military 
service in 1942. After separation from the Transportation Corps as a major in 1946, he 
joined the Minneapolis office of BBDO as an assistant account executive. Mr. Brown, a native 
New Yorker, was graduated from Princeton in 1930 and from Harvard Graduate School of 
Business Administration in 1932. After a number of years in the motion-picture industry 
and a tour of duty as a major in the Air Force, he joined BBDO’s tv department in °51. 4 





Oliver E. Treyz has been elected president of the television network of the American 
Broadcasting Co. division of American Broadcasting-Paramount Theatres, Inc. He has been 
vice president of ABC in charge of the tv network since October 1956. Before becoming 
vice president of tv at ABC, Mr. Treyz was president of the Television Bureau of Advertising. 
He joined TvB on Jan. 1, 1955, when it began operations. Before going with TvB, he was with 
ABC. He had joined the network in July 1948 as a presentations writer. After two years he 
became director of presentations. Early in 1951 he became director of research and develop- 
ment, and in 1954 he became director of ABC Radio. A native of Willowemoc, N. Y., he was 
graduated from Hamilton College in 1939. He started in broadcasting at wNBF Binghamton, 
N. Y., as an announcer. He also covered special events and sold and emceed local quiz shows. 





Charles R. Denny, since 1947 an executive of the National Broadcasting Co., has been il 
elected to the newly created position of vice president, product planning, Radio Corp. of 
America. For NBC, Mr. Denny was executive vice president, operations. In his new job he 
will be responsible for developing the direction the corporaton should take in its future 
growth. He will have charge of product planning and the development of new activities. A 
native of Baltimore, Mr. Denny was graduated from Amherst College in 1933 and from 
Harvard Law School three years later. Following private law practice in Washington, he be- 
came an attorney in the Department of Justice in 1938. He later served as a member of the 
Federal Communications Commission. In December 1946 he was appointed chairman of 
the commission. He joined NBC as a vice president and general counsel in November 1947. 





Joining the executive staff of Reach, McClinton & Co., New York, is William C. Pank, 
formerly of Calkins & Holden. He will serve as vice president and account supervisor. He also 
will be a member of the agency’s plans board. Mr. Pank was at Calkins & Holden for about 
eight years. While at that agency, he was a senior vice president, a director and a member of 
the plans board. He also served as an account supervisor. Before joining Calkins & Holden in 
1950, Mr. Pank was a vice president at the Roy S. Durstine agency. He joined Durstine in 
1945. Before that he had been doing promotion work for Crowell-Collier and the New York 
W orld-Telegram. He went into promotion work from the editorial side of trade magazines. Mr. 
Pank is married, has two sons (one is 15 and the other 21 years old). He was born and raised 
in Chicago and now resides with his family in Rye, N. Y. 





March 10, 1958, Television Age 97 











Don’t be. Spread out through The Central 
Area of New England!!! Major market 
penetration plus unduplicated programming 
are only part of the WMUR-TV picture. The 
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If anybody is thinking about steal- 
ing any art masterpieces, let him here- 
with be warned to stay away from the 
Cleveland Museum of Art. 

That institution has installed a bat- 
tery of 33 television cameras to help 
patrol every nook and cranny within 
its walls. And for post-hour watching, 
microphones in each gallery can be 
gained so high that they will report 
the slightest noise into a guard-room 


| control panel. 








One agency executive we know, a 
cynic obviously, remarked that this 
should help to keep art where it be- 
longs—in the museum. 

w * * 

Cooking on both sides: We thought 
it was exemplary of CBS when they 
allowed the students and officials of 
Alhambra High in Los Angeles to 
reply to an earlier network telecast 
which implied that several male stu- 
dents were enrolled in the co-ed cook- 
ing classes. Only 33 of 1,030 boys 
at Alhambra, the second show proved, 
‘are taking this husband-preparatory 
course. 

a * 

The cherry orchid: A member of a 
Soviet delegation visiting in Washing- 
ton not long ago wrote the folks back 
home that he was cool to American 
television commercials. 

“You just get your mind set to see 
a picture, and the plot has just started 
to unfold, when on the screen to sing 
the praises of cigarettes, a new soap, 
a lotion for baldness or something else 
appears a cherry-faced man.” 

It has occurred to us that our batch 
of cherry-faced announcers had better 
watch out for their jobs in case there’s 
a change of top management at the 
Kremlin. We don’t know of a more 
cherry-faced man in the world than 
old Nick Kruschev! He’d be a natural 
on a lotion-for-baldness ID. 

* * * 

Now that there’s a second television 
network in Britain, there is contro- 
versy galore in the Isles about the 
role of television in politics. Unlike 
over here, the British politicians have 
in the past been most, shall we say, 
conservative in their use of the elec- 





tronic medium. 

Recently, there was an election for 
a seat in the House of Commons at 
Rochdale, near Manchester. Running 
for the seat was a diesel engineer, a 
recl estate agent and a well-known 
television news commentator. It was 
arranged, in the nature of an experi- 
ment, that the three candidates appear 
together on two half-hour discussion 
programs. 

It might be added, too, that the 
iv news the 


kusband of Moira Shearer, the actress 


commentator was also 
and ballerina, who was doing some 
high-stepping in-person stumping for 
her mate. 

that the 


diesel engineer won the election. 


However, it turned out 
This all might indicate that tv cam- 
paigning in England has not as yet 
caught up with whistle-stop election- 
eering. 
* * * 

And speaking about the body politic 
in England, the British Medical Jour- 
nal has sharply criticized a recent 
British Broadcasting Co. filmed tele- 
vision series featuring real, live opera- 
tions. The Journal, in the unkindest 
cut of all, accused the BBC show of 
“pandering to the prevalent current 
interest in the 
that the 


“heighten people’s anxiety about the 


morbid” and_ said 


further series would only 


state of their own bodies.” 
The ] 


escape, not audience identification. 
* wt * 


Journa', in short, prescribes 


The early bird catches the book- 
worm: Dr. Floyd Zulli Jr., who con- 
ducts the wces-tv New York Sunrise 
Semester course in comparative litera- 
ture in the dawn’s early light hours, 
is certain that his television students 
show more maturity in their work than 
“live” classes. 


About 142 


persons enrolled in the class received 


85 per cent of the 


better-than-average” 
grades in the final examination. 

There ought to be a lesson here for 
station programmers. Something like, 
for instance, give me your viewers in 
the early hours, and they'll be faithful 


to us the rest of their lives. 


“average or 
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Our rep is having 2 removal sale. ex 


All ID's, twenty second and minute announcements as well as all rat 
other assortments of WHEN-TV time are being offered in this great Ye 
relocation sale as the Katz Agency prepares to move to its new site on 
Fifth Avenue. 


a a 


Naturally no distressed OF counter-tossed items will be found in 


this once-in-a-lifetime opportunity- Only quality, proven merchandise ' 
with our regular guarantees and warranties are being offe red. 2 

+ 
Katz has hired extra sales personnel to handle the crowds and Ax 
better serve YOU: Phone, cC.O.D. and mail orders are being fs 
accepted. ¥% 
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- < 


Similar opportunities are in effect in the Katz suburban stores. 
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Paul Adanti De 
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980,000 TV Homes 





7, Million People ) 





. WNEM-TY 


CHANNEL 


ARB SURVEY PROVES... 

WNEM-TV and WNEM-TV alone. . . delivers all of 

Michigan's rich 2nd Market, consisting of Flint, Saginaw, 

Bay y, Midland and all of Eastern Michigan! 21 
lion people, 580,000 TV homes—a four billion 

dollar market that no other one station can cover! 


NBC—RCA 
FIELD INTENSITY SURVEY 


Flint, Mich.Grade A 
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NBC’s Field Intensity measurements in Flint prove 


_what Flint people have long known . . . WNEM-TV 


has the greatest Grade “A” signal penetration of any 
station in the area. 9 times greater than its nearest 


competitor! See Your Petryman 





Bay City offices: ' Central offices: Saginaw offices: 
Hotel Wenonah Bishop Airport . 201 N. Washington 
Tw 3-4504 . Flint CE 5-3555 PL 5-4471 





